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MILWAUKEE COUNTY 
COMMUNITY CHEST 
says about its 

1953 Campaign film .. . 


= 








This is not just another fund-raising 
film. It's the thought-provoking story 
of one boy's troubles. When you see 
it you'll get to know this hard-to- 
understand boy and his problems. 
You'll share his experiences and see 
how he gets help from Red Feather 
Services in Milwaukee County. When 
the picture ends you'll feel . . . well, 
wait ‘til you see “Help Before 
Headlines.” 
Presented by 


Milwaukee County Community 
Chest. 


When you make your next film — 
whether it’s for public relations, adver- 


tising, sales promotion, training, edu- 
cation or any other specialized purpose 
—do as the Milwaukee County Com- 
munity Chest has done: Take full 
advantage of Atlas’s wealth of Filma- 


turity*. 
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CONSULTATION WITHOUT OBLIGATION 


ATLAS 


FILM CORPORATION 


Producers of Quality Motion Pictures, Sound Slidefilms, 
Theatrical Shorts, TV Commercials 


ESTABLISHED 1913 


1111 SOUTH BOULEVARD +* OAK PARK, ILLINOIS 
CHICAGO PHONE AUSTIN 77-8620 


*& the wealth of mature film sense, 
skill and judgement achieved only through many 


yeors of actual production experience 



























...but in films you need a 


Z 4th dimension... 


EASONS-WHY are of little value—action-wise—until stirred to life 
by the emotions. That’s why a factual message—even though 
beautifully pictured—needs the creative touch of imagination. 

This fourth dimension in the art of creating business films is not 
easily come by. Whatever the producer’s instinct for promotion. it 
must be tempered by years of practical experience—not only in writ- 
ing. casting. directing. recording and editing, but above all else in the 
fine art of motivation. 

With Caravel this art has been acquired through serving repeat- 
edly many of America’s leading business firms. For some of them we 
have made more than fifty motion pictures, and the work continues. 

We will gladly show you why their confidence in Caravel is fully 
justified . . . and why it is nothing less than this time-honored 4th 
dimension—creative imagination—that brings them back to Caravel 


, 
again and again. 


CARAVEL © FILMS, INC. 
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for 
speedier 


service __yse byron 





black and white lab facilities 


INSPECTION 
AND 
ASSEMBLY 


now! 
- bk 
and white 


Printing timed picture and Separate reversal developing film processing 
sound simultaneously from same machine 
aperture... exclusive with Byron capacity of 
$5 mm to 16 mm reduction 
Fades and dissolves from camera a P eS 
' printing l/ 
negatives exclusive with Byron “4 million feet 


Ste rinting ' 
ep p per working day! 


Continuous printing now! 


Peerless Treatment 


Separate positive developing 


machines 


Separate negative developing 


machines 
we can process 


Open daily 8:30 acm. until midnight 
and ship 25 sound 
prints of a 5-minute 
byron... oe 
y tudios and Laboratory ea oe 


1226 Wisconsin Avenue, N.W. in 2 hours from your 


Washington 7, D.C. DUpont 7-1800 exposed camera negative! 


PRACTICALLY EVERY FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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Sweet idea cuts cost of 


training candy 





makers! 












Train quickly... at lowest cost... 
with Sound Movies you make yourself! 


Here’s the “sweetest” use of sound movies 
you'll probably ever run into: a sound movie 
to teach candy-making. Kraft Foods made 
this sound movie themselves to teach new 
employes in their new caramel plant in 
Garland, Texas 

With the Bell & Howell 70DA camera, 
Kraft personnel photographed the entire 
candy-making operation in another Kraft 
plant. Then, using the Filmosound 202 mag. 
netic recording projector, they put their own 
descriptive commentary right on the film 
Result? A sound movie enabling them to 
train employes with a thoroughness, econ- 
omy, and effectiveness never before equalled. 
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In business and industry, church and 
more and more sound movies are 
used to solve heretofore difficult and costly 


school, 


problems and to solve them bette 

Bell & Howell wide 
motion picture equipment to help you do 
the best job at lowest cost 


Bell ¢ Howell 


makers of the world’s finest 


offers a variety of 


motion picture equipment 





“By making our own sound 


movie with the great new 
Bell & Howell magnetic re- 
cording projector, we vastly 
improved our plant training 
program.” 


DAN SULLIVAN, 
KRAFT FOODS COMPANY 


Says 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add sound to movies 
easily, inexpensively. Add 
sound to old silent films, change 
sound to fit specific needs. Runs 
optical and magnetic sound 
movies. From $699 

Filmosound 285 shows optical 
silent films. Brilliant 
pictures, full, natural sound at 
all volume levels. From $449.95 


sound or 


Find Out Today How 
Bell & Howell Can Help You! 


Pee eeeeeeeeeaeeeeeeeE2 





Bell & Howell Company 
7108 MeCormick Road 
Chicago 45, IL. 


Please send me, without cost 
or obligation, complete informa 


ion on sound movie equip 

ment for use in Industry 
Home Church School 

NAME 

ORGANIZATION 

ADDRESS 

city 

COUNTY STATE 




















STARTING A 
: e 
IN 
SALES PRESENTATIONS! 


Compare your present projector 
does it give you these TSI 


aduantages? 


Compléte Self-Operating Unit 
—No reels of film to Bodmae screen 
_ to set up—no sound speoker to engage 
all of these features are combined 
together in the attractive one-unit case. 


“Piick"’ it’s On—Just plug into any 
115 volt electrical outlet, AC or DC, 
and with o “flick” of its switch the TSI 
Projector is on and running. 


Automatic Rewind—Dve to exclu- 
sive 16 mm film magazine, film is automati- 
cally rewound—no rethreading neces- 
sary—magazine is power driven. It's 
ready to go after every show. 


Daylight Operation—No need to 
draw shades or draperies. Crystal clear 
picture is projected on the self-con- 
tained screen in any lighted room. 


TSI Projectors are available in 5 compact 
models priced to fit your program. 
Model D or H (DeVry or Bell & Howell 
mechanism), Model T (new magnetic 
B & H tape), Model M (400’ film), 

Model M8 (800’ film). 


TSi Offers Nationwide Service—Over 
100 TS! service centers are located 
throughout the U.S., Canada and Mexico. 


Write today for illustrated brochures 
featuring TS! Suitcase Projectors. 


TSI is the pioneer designer and 
builder of suitcase projectors. 


3 Technical 


Service 
Incorporated 
_—Dept. C-6-— 


30865 Five Mile Road 
LIVONIA, MICHIGAN, U. S. A. 


tustom Mira. of Electronic and/or Mechanical Equipment 
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O. H Coelln, Jr., Editor 


Ken Duncan, Production 


Eastern Editorial Bureau Western Edit 


26 


Everett Davis, Art Director 


Mildred Jordan, Circulation 


orial Bureau 


Robert Seymour, Jr., Eastern Manager 
89 Fifth Avenue. New York City 
Riverside 9.0215 or MI rray Hill 2-2492 


I \ ! I teer i Business Screen Magazine 


t 64 Sheridan Roa tt imo of This by Busi 
Editor and Publisher. In New York: Robert Seymour, Jr 
In Los Angeles: Edmund Kerr, 8 Be 1 ‘ 

mest $4. nd $7.00 foreign. Entered a 
\ct Marcel 879. Entire t 


‘ ents f 
Office Address advertising ar . seriptior 


Edmund Kerr, Western Manager 
1038 Beverly Boulevard, Los Angeles 4 
Telephone: DUnkirk 8-0613 


Issued & times annually at six-week inter 
n Phone BRiargate 4-8234. O. H. Coelln, Jr.. 
slephone Riverside 9-0215 or MUrray Hill 2-2492 
3. Subscriptions $3.00 a year; $5. two years 

he post office at Chicago, Illinois, under 


Trade-mark registered U.S. Patent 


BUSINESS SCREEN MAGAZINE 

























*CHICAGO 
1345 Argyle Street 


NEW YORK 
385 Madison Ave. 
A MESSAGE to all who are interested in personnel training: 


*DETROIT 


You are invited to call any Wilding office and let us show 1000 Dime Bldg. 
you a recently completed training program, written and 


produced for the National Consumer Finance Association. 


CLEVELAND 


It consists of slidefilms, records, a 24-page leaders guide, on eee 

| meeting guides and illustrated take-home pieces. Since the 
distribution of this program to N. C. F. A. members last *HOLLYWOOD 
May, enthusiastic reports of its effectiveness have come 5981 Venice Blvd. 


to us from the field. 


| ST. LOUIS 


If you have a training problem, no matter how big or how 
| 4378 Lindell Blvd. 
little, look at this program and then let us counsel with you 


on the wisdom of attempting to solve that problem with 


| training aids integrated into a planned program. CINCINNATI 
Enquirer Bldg. 


PITTSBURGH 
Law & Finance Bldg. 


*Studio Facilities 


WILDING 


PICTURE PRODUCTIONS, INC. 





» -MOTION. PICTURES + SLIDE FILMS + TELEVISION FILMS 





guck® © NON-COMPETITIVE SERVICE TO THE PRODUCER @ NON... 
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Ps 


° 
3* 





e do not compete 


with you as a producer... 


e Provide Film Services Only!”’ 


MeGeary-Smith Laboratories Inc. 


We offer you a 
complete, non-competitive service. 
Finest specialized equipment and a 
skilled staff assures you of the highest quality 16mm 


prints, color or black and white. 


megeary smith oa MIC. 


1905 FAIRVIEW AVENUE, N.E. @ WASHINGTON 2, D. C. 
phone LAWRENCE 6-4634 
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NEW 10" MICROGROOVE Slide Film Record 


You can't say more on a standard groove rec- 
ord—but you sure pay more. You pay up to 
50% more for the sheer difference in size and 
weight. More for pressing, more for packing, 


COLUMBIA 


TRANSCRIPTIONS 


A DIVISION OF COLUMBIA RECORDS 


ORIGINATORS OF THE MICROGROOVE RECORD 
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WHICH GROOVE AR’ 








OLD 16" STANDARD Slide Film Record 


more for shipping and storage. You pay more 
—-yet you get nowhere near the quality of 
Microgroove. Send the coupon today. Let us 
help you get in the right groove. 


Columbia Transcriptions 
799 Seventh Avenue, New York 19, New York 


on Microgroove Records. 
Name 

Company 

Address 


City State 


We are interested in the full cost and quality story 
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Da-Lite adds more 
BRILLIANCE 


to your story! 


ORDINARY SCREEN Da-Lite SCREEN 


— the 


your slides and movies 
look BEST on a Da-Lite 
PROJECTION SCREEN! 


Colors are yeskioteny, petgntly alive 
ite’ AGIC 


on Da.Lite’s WHITE 
“wide angle” crystal-beaded projection 
screens. It's COLOR MAGIC .. . it’s 
ne »rojected color as it really is on 
our a And the controlled qepeees 
HITE MAGIC surface STAYS 
whiter, brighter—longer, never dulling 
the beauty of your slides and movies. 
Yes, you'll see the DIFFERENCE 
instantly when you see how WHITE 
MAGIC screen surface preserves that 
“natural dimension” captured in 
rich, true colors by your camera! 


YOUR PHOTO DEALER WILL DEMONSTRATE 
teres neat COlor magic 


ONLY ON A Da- Lite’ 
Whide Magic provecriow screen 





Trade Mork 
SEE THE 


FINEST PORTABLE 


screen with fast, 
easy push-button” 
set up controls; 

8 sizes: 4 
rectangular and 

4 square. 


PROJECTION SCREEN 


DA-LITE 
PRICED | $3.50 TO $520 


Po 


a An 


FREE ! COLOR MAGIC Booklet 


Tells how to get more thrilling brilliance in 
slides, movies. 


MAIL COUPON TO: Da-Lite Screen Co., Inc 
2703 N. Pulaski Road, Chicago 39, II! 

Send my copy of the COLOR MAGIC Booklet! 
NAME 

ADORESS 

city ZONE STATE 
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IN THE NEWS OF BUSINESS FILMS 


HE CONGRESS of the United States and 
officials of the nation’s second largest city 


(Chicago) gave heed this past month to the 
public interest in l6mm motion pictures for edu- 
cational and informational purposes. 

On Monday, July 20 at 4:45 p.m. President 
Kisenhower signed Public Law 141 granting 
“book rate” postage to films and other audio- 
visual materials (including film catalogs). The 
bill carried the unanimous support of both 
houses of Congress, following its endorsement 
for passage by the postal committees which heard 
arguments pro and con these past several months. 


Chicago City Council Considers lomm 


In early August, the Committee on Building 
and Zoning of Chicago’s City Council considered 
an amendment to its modernized electrical code. 
This amendment called for the use of licensed 
union operators for all 16mm showings on pro- 
jectors of 15 amperes or over. 

It would have been the first time that 16mm, 
in any form, was considered by a major city in 
an “unsafe” category. A storm of public protest 
followed several articles in Chicago dailies and 
the news bulletins of interested 16mm organiza- 
tions, including the Industrial Audio-Visual As- 
sociation. 

At presstime, a meeting of Chicago building 
commissioner Roy Christiansen’s electrical ad- 
visory committee with representatives of the 
audio-visual industry resulted in rewording of 
the Commissioner's recommendations to the 
Council, eliminating the objectionable provisions. 

These acts, in themselves, were solid endorse- 
ments of the value which public and private 
organizations now hold for this medium of com- 
munication and recreation. Chicago’s city fathers, 
including nearly every alderman and the mayor's 
office, were deluged with phone calls and letters 
of protest from club presidents, fraternal and 
religious organizations, business organizations, 
and prominent citizens. 


Congressmen Favor Wider Film Use 


And in the hearings of Senate and House com- 
mittees considering the “book rate” for film ship- 
ments in the face of Postoflice requests for added 
revenue in practically every category, there were 
moments of impressive eloquence on behalf of 
the l6mm film medium. Senators from predom- 
inantly rural states gave heed to their constitu- 
ents’ interest in less costly travel of farm films; 
eastern lawmakers spoke of the value of this 
medium in churches and schools, contrasting the 
comparatively few millions of cost to the billions 
now going into overseas aid. 

Much credit for the presentation of evidence 
and for their personal appearances at repeated 
Congressional hearings in regard to this bill is 
due such individuals as Irving Boerlin of Penn- 
sylvania State College who spearheaded this effort 
for the nation’s educational users: to members of 


the National Education Association who aided; 
to NAVA committee head Ken Lilley of Harris- 
burg, Pa. and to many other individuals (such as 
Virginia’s Henry Durr) who gave so unsparingly 
of their time. 


” ” * 


Hemispherical Lens Matching Human Eye 
Developed for Navy Has Untold Civilian U ses 
*® Synthetic training devices used during and 
after World War II to simulate actual combat 
conditions on the ground, in the air and at sea 
were previously limited by the capabilities of 
existing lenses to simulate natural observation. 

Therefore, to produce projected motion pic- 
tures that would equal human peripheral vision 
became a challenge in optics. 

The optics designers of The Jam Handy Organ- 
ization, after making test calculations, suggested 
to the Navy that a wider wide angle lens could be 
developed to fulfill this important training need. 
Although many optics designers believed that a 
refractive system to produce an angular view 
equal to the angle of the human eyes would not 
he possible, Dr. Irvine Gardner, head of the 
Optics Department, United States Bureau of 
Standards, was directed to examine the proposed 
design ideas. After careful review, Dr. Gardner 
recommended that complete design calculations 
be carried out as the basic design seemed to have 
definite merit. The final design required more 
than a year of intensive work by optics engineers 
and mathematicians. It was again reviewed by 
selected optical scientists. The decision was made 
to build the lens. 


Physical Details of the New Lens 


The hemispherical lens which was constructed 
has a combination of larger aperture and greater 
angle than any previously known design. The 
focal length is 4/10 of an inch. No vignetting 
occurs and a bright picture results from edge to 
edge. Pictures produced with the lens are pro- 
jected on a large spherical type screen. The 
screen is 180 degrees along the horizontal axis or 
horizon and is 90 degrees above the horizon and 
about 30 degrees below the horizon. This is more 
than a full quadrant of a sphere or globe. This 
is the picture produced with standard 35mm 
projection and camera equipment. The lens is 
capable of filling a full one-half sphere with a 
picture if enough film area is provided. 

A bright picture from the are projector fills 
the quadri-spherical screen and the observer 
seated at the center along the diameter of the 
sphere receives a 180 degree view which seems 
to completely surround him in the realism of the 
scene. At the correct viewing positions there is 
no distortion of any part of the picture. 


Used With Standard Cameras, Projectors 


Since standard cameras, projectors and film 
are used with the lens, the system may be dupli- 
cated economically. It is believed that it will 
play an important role in the future training of 
aerial gunners. navigators, pilots, guided missile 
operators and other military technicians. Under 
the United States patent application filed by the 
Office of Naval Research. The Jam Handy Organ- 
ization retains the commercial. theatrical and 
industrial rights for the use of this lens. 

The civilian applications are numerous. includ- 
ing the use of the hemispherical lens for TV. 
(CONTINUED ON THE FOLLOWING PAGE TEN) 
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NOW: give your yaaa the wore — 


Far greater, infinitely longer-lasting impressions of your message are now possible 


with Raphael G. Wolff Studios’ superb new “controlled” 16 mm 3D. Your story, your 
products can be presented in faithful color, full depth and startling realism never 
before achieved. Your audience will have a sense of presence, a feeling of actuality 
that makes this by far the most influential medium for the transmission of ideas 


yet devised 
Inquiries are invited 


Fol. Woy 3 


STUDIOS 
HOLLYWOOD * NEW YORK * CHICAGO * DETROIT 
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Precision 


YOUR PRODUCTION AT ITS BEST 


tino 


Cy. 
Pep vonsk Tec 


ee 


CLOSE CHECK ON 
PROCESSING 
Constant analyses and sampling of 
every processing operation is the 
function of this department. Sen- 
sitometric operations test the re- 
sponses of raw stock emulsions; 
densitometry is employed to check 
on developing and printing results, i 


YOUR ASSURANCE OF 
BETTER 16mm PRINTS 


15 Years Research and Specialization in every phase of 16mm processing, 
visual and aural. So organized and equipped that all Precision jobs are of the 
highest quality. 

Individual Attention is given each film, each reel, each scene, each frame — 
through every phase of the complex business of processing — assuring you of 
the very best results. 

Our Advanced Methods and our constant checking and adoption of up-to- 
the-minute techniques, plus new engineering principles and special machinery 
enable us to offer service unequalled anywhere! 

Newest Facilities in the 16mm field are available to customers of Precision, 
including the most modern applications of electronics, chemistry, physics, optics, 
sensitometry and densitometry — including exclusive Maurer-designed equip- 
ment — your guarantee that only the best is yours at Precision! 


Precision Film Laboratories —a di- 


i Y 
vision of J. A. Maurer, Inc., has 14 H ) )) A ] | 
years of specialization in the lomm i 1 
field, consistently meets the latest de- j h A 


mands for higher quality and speed. 
FILM LABORATORIES, INC 





TRENDS IN BUSINESS FILMS 


( CONTINUED FROM PAGE EIGHT ) 
Color Television Nears Reality As 
FCC Recognizes Compatible System Idea 
* Although at least four months of red tape, in- 
cluding the review of objections, remain to be 
hurdled before the public will see first color tele- 
casts, the recent action of the Federal Communi- 
cations Commission in recognizing a compatible 
system as the best solution to this controversy 
has brought a new opportunity to sponsors. 
Those most likely to succeed in the era are 
both producers and sponsors with maximum 
color “savvy” and a stockpile to work from, both 
of experience and actual product. Are you keep- 
ing up with the world? 


% * % 


Canada’s Factual Film Output in °52 
Reveals $5,000,000 Industry at Work 

% Canada’s Dominion Bureau of Statistics has 
just issued a comprehensive survey report on 
“Motion Picture Production, 1952” which reveals 
that a total of 308 non-theatrical films were 
turned out North of the border last year. Busi- 
ness film production was a $2,600,000 industry, 
to which is added the $2,500,000 spent on pro- 
duction and lab work by the National Film Board 
and provincial governments for a total factual 
film output last year in excess of $5,000,000. 

31 firms reported in the official survey: the 
full total of all types of production was 384 films, 
of which three were theatrical features and 73 
theatrical short subjects. In addition to these 
Canada produced 111 TV commercials on film: 
893 theatre trailers: 716 newsreel stories for 
theatre and TV use; 30 sound slidefilms and 127 
silent filmstrips. Most active firms, theatrical and 
non-theatrical, were Associated Screen News and 
Crawley Films, Limited. 

Of the 206 non-government films, 8367 were 
produced in color; 86° in sound; 80% were in 
English, 16° in French and 4% in other lan- 
guages. 

Linked with the figures provided by Business 
SCREEN in the Third Annual Production Review 
(Feb. 1953) which showed that 126 U. S. com- 
panies did $51,161,000 in similar production: 
the North American total for °52 is in excess of 
$56.000,000 for 157 producing companies. 


” * ca 


Briefs About New Sponsored Films: 
* The public relations department of Raytheon 
Manufacturing Company, Waltham 54, Mass.. 


(CONTINUED ON PAGE SIXTY-NINE ) 


synchronous 
magnetic film 
recorder for 
motion pictures 
and television. 


STANCIL- HOFFMAN 


921 N. Highland Hollywood 38, Calif. 
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RCA **400” Projector 
the thread-easy way 
to show sound films 


Thread-Easy film path makes threading a sim- 
ple, understandable operation. You can thread 
it, and put a picture on the screen in seconds. (In 
tests ata trade show, 473 guests proved you can 
thread the RCA “400” in less than 30 seconds.) 









7. way to handle films 


am ase eew ew ewe eT ewe eee ee oe 


IN YEARS TO COME, you'll appreciate the careful way your 
RCA “400” projector handles film. 

Slow-running sprockets—twice the size of ordinary 
sprockets— provide a long, gradual curve for film to follow. 
The thread-easy film path does away with sharp bends 
which tear or scuff film. It’s designed to give you hun- 
dreds of first-run showings from every film. 

(In actual tests a film—run through the RCA “400” projector 

700 times—shows no sign of wear. Splices fail to show any 

sign of parting after hundreds of passes through the projector.) 
For careful film handling, tell your RCA Dealer you want 
the RCA “400” 16mm sound projector. 


Check these 6 important advantages 
of the RCA ‘'400”’ Projector 


I a } 3. Thread-Easy film path for 30- 4. Husky motor, nylon gears for 
f second threading long-term dependability 








f : a y . y & Low-speed induction motor for 5. Simplified design for 2-minute 
~ { quiet operation set-up, 3-minute pack-up 
Floating sprockets for gentle film 6. RCA-engineered sound system 
handling for superb reproduction 


Mr REND NE PRES A 
_———— 
. 


ass For more information MAIL COUPON NOW 
















Visual Products, Dept. 257 


Radio Corporation of America, Camden, N. J. — 


Please send me your new, free booklet, RCA “400” 


VISUAL PRODUCTS 
RADIO CORPORATION of AMERICA 


Senior and Junior Sound Film Projectors 


PE ccceniccininniiimpinememin — 

ENGINEERING PRODUCTS DEPARTMENT. CAMOEN.N.J. ee ee = 
In Canede: RCA VICTOR Company Limited, Montreal Organization . 

Pi cccccniiitiicitinnipaiin — . 

City Zone State. —_ 
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For Instant Movability 
and Advanced Design 


“HYDROLLY” 


(TV OR CAMERA DOLLY) 


Hydraulic lift type for fast up 
ward and downward motion 
of TV and Motion 
cameras. Lightweight — sturdy 

easily transported in a sta- 
tion wagon. 
28” door 
head. In-line wheels for track 
use. Steering whee! and floor 
locks 


Picture 


Fits through a 
Adjustable leveling 


} 


SYNCHRO-FILM-ED SYNCHRONIZER | 


A Precision Instrument for 
Synchronization and Measurement of 
l6mm and/or 35mm Films 


Any combination of sprockets assembled to 
your specifications. Sturdy cast aluminum 
Foot linear type, with frame 
divisions engraved on sprockets. Contact 
adjusted positive 
film contact. Fast finger-tip roller release, 
sprocket shaft slip lock, complete with foot- 
age counter. 


VARIABLE SPEED MOTOR with TACHOMETER 
for Cine Special and Maurer Cameras 


115 V. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cine Special 
Adapter for Maurer Camera 


construction. 


rollers individually for 





INTERCHANGEABLE MOTORS: 

12 Volt DC Variable Speed 8-64 Frames. 

115 Volt AC 60 Cycle, Synchronous Motor, 
Single Phase. 


Animation Motors tor Cine Special, Maurer, 
B & H, Mitchell Cameras, Motors for Bolex and 
Filmo Cameras, and Time Lapse Equipment 


e LENS COATING 
eT" STOP CALIBRATION 
e@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 
for 16mm and 35mm cameras. 


e BAUSCH & LOMB “BALTAR" 
LENSES and others for Motion Picture and 
TV Cameras. 


e@ RENTALS — SALES — REPAIRS: 
Mitchell, Eyemo, Bell & Howell, Wall, 
Cine Special Cameras. 





Write for full information and prices 
JOHN CLEMENS ERWIN HARWOOD 


NATIONAL CINE EQUIPMENT, Inc. 


209 WEST 48th STREET, NEW YORK 36, N. Y. 
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LATE NEWS AT PRESSTIME 
Confirm Screening of Seven U. S. 
Films at '53 Edinburgh Festival 

* Advance word from Edinburgh, 
Scotland indicates that a good num- 
ber of U.S. film entries have been 
accepted for screening at the Edin- 
burgh Film Festival August 23 to 
Although some 22 
entries of the 47 titles submitted by 
the Film Council of America were 
still following 


sponsored motion pictures will be 


September 12. 


unconfirmed, the 


shown: 

Out of the North, sponsored by 
Nash Motors and produced by MPO 
Productions, New York: Birds of 
the Prairie, sponsored by Minne- 
apolis Moline Implement Company 
and produced by Martin Bovey 
Films, Chelmsford, Mass.; The 
Breaking Point, sponsored by the 
Pennsylvania Railroad and produced 
by Unifilms, New York: and Man 
on the Land, sponsored by the 
Information 
American Petrol- 
and 


Petroleum — Industry 
Committee of the 
Institute produced by 


L nited Productions of America were 


the sponsored film entries confirmed. 
The Salesman, syndicated for rental 
New 


York, is another confirmed entry. 


by Information Productions, 

Encyclopaedia Britannica Films’ 
{rt and Motion is a classroom film 
subject confirmed for Edinburgh 
screening: George Stoney’s remark- 
able human document of a Southern 


1/1 My Babies is also con- 


firmed as the entry of Columbia 


midwife 


University Press. 

Screening at the Edinburgh Fes- 
tival is certificated to the entrant 
and is considered a distinction since 
only a comparative few of many 
hundreds of films submitted from 
worldwide sources are shown. 

* 7 * 

Al Lindfors Elected President of 
Photographic Manufacturers Assn. 
* E. S. Lindfors, vice-president of 
Bell & Howell Company, has been 
elected president of the National 
Association of Photographic manu- 
facturers, according to recent an- 
nouncement by William C. Babbitt, 
managing director of the associa- 
tion, with headquarters in Radio 
City. New York. 

Another leading figure in the 
audio-visual field, William H. Gar- 
vey. Jr.. president of the Society for 
Visual Education, Inc., of Chicago, 
newly-elected member of the 
\ssociation’s board of directors. 

Vice-presidents of NAPM for the 
year are W. L. Lawson, vice- 
Whitehouse Products, 


is a 


new 


president, 


Inc.. Brooklyn, N. Y.; A. S. Grant, 
vice-president, Grant Photo Prod- 
ucts, Inc., Cleveland; and Willett R. 
Wilson, manager Photolamps, West- 
inghouse Electric Corporation, 
Bloomfield, New Jersey. 

Robert E. Lewis, president, Argus 
Cameras, Inc., Ann Arbor, Mich., 
was elected treasurer. 

The annual report to the member- 
ship of NAPM reveals that almost 
two-thirds of the sales of the indus- 
try go to users in the fields of busi- 
ness. science, government and edu- 
cation. 

According to Mr. Lindfors, the 
use of photography in industry has 
continued to grow substantially. 
This received its heaviest impetus 
during World War II when it be- 
came more fully recognized that by 
photographic methods and visual 
training, production bottlenecks 
could be broken. Design, testing and 
inspection methods were improved 
in many industries, including air- 
craft. 


a” ” o 


Chevrolet's Power Named Chairman 
of 36th Direct Mail Convention 

® Wittiam G. Power, advertis- 
ing manager of Chevrolet Division 
of General Motors, has been ap- 
pointed general chairman for the 
Direct Mail Advertising Associa- 
tion’s 36th annual convention ac- 
cording to an announcement by 
Lester Suhler, DMAA president 
and subscription manager of Look 
Magazine. 

Mr. Power has played an im- 
portant part in the Chevrolet film 
program which has included mem- 
orable productions such as 
can Harvest. 

The three-day DMAA  conven- 
tion, to be held in Detroit Septem- 
ber 30 through October 2. will be 
built on the theme “The New 
Economy—A Challenge to Direct 
Mail.” Meetings about the medium, 
on which over a billion dollars was 
spent last year, will include the 
various phases of direct mail such 
as working with mailing lists, and 
“Market Place” discussions where 
attendees will cover over-all direct 
mail questions with others in the 
same field. 

Attendance of about 1,000 ad- 
vertising men and women from the 
United States 


pected. 


{meri- 


and Canada is ex- 


* 7 % 

Regional Meetings of [AVA 

* Regional meetings of members of 
the Industrial Audio-Visual Associa- 
tion will be held simultaneously on 
September 24 and October 29 in 
New York City, Chicago and Minne- 
apolis. 
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N° one wants to work under pressure. But from time § ound Masters has faced such problems many times, 


to time, agencies and clients do find themselves up against and successfully solved them. When there is a target 


a seemingly im possible deadline, in an important situation, date that must be met, we can meet it and still maintain 


involving the use of films. high quality of production. 
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MOTION PICTURES 
SLIDE FILMS 
TV SHORTS 
COMMERCIALS 








Ae 


»’SI\ For COMPLETE 
~~ FILM PROCESSING 


ROUND 
THE 
CLOCK 
SER VICE 


e Negative Developing 


@ First Print Department 


@ Ultra Violet & Flash 
Patch Track Printing 


FOR COLOR 
i it's 


“Hin 
Oy, 
Fiann “. 


e 16mm & 35mm Release 
Printing 


@ Quality Control 
@ Title Department 


© 22 Cutting Rooms 


FEATURING 
35mm THREE CHANNEL 
INTERLOCK PROJECTION 


619 West 54th Street, New York 19, N.Y. JUdson 6-0360 





Executive Notes 


Ellis W. D'Arcy Is Appointed 
Vice-President of DeVry Corp. 
* W. C. DeVry, president of the 
DeVry Corporation, motion pic- 
ture projection equipment manufac- 
turers, has announced the appoint- 
ment of ELtis WeLLincron D'Arcy 
as vice-president of the firm. 

D'Arcy, who joined DeVry in 
1940) as a development engineer. was 
named chief engineer in 1945 and 
served in that capacity until his 
present promotion. 

During his 13 years with the De- 
Vry Corporation, D’Arcy played a 
major role in developing the DeVry 


JAN (joint 


l6mm sound motion picture projec- 


Army-Navy approval) 


tor, a unit that today serves as the 
Armed Forces standard L6mm pro- 
jection equipment. His more recent 
assignments included 
l6mm magnetic sound equipment 
and perfecting a foreign language 
sound conversion unit for extending 
the uses of American films in other 
countries, 


dev eloping 


os a“ * 


Jam Handy Appoints Del Gardner 
to Technical Writing Staff 
* Joun Faricy, head of the Edi- 
torial Department of THe Jam 
HANDY ORGANIZATION, has an- 
nounced the appointment of Det C. 
GARDNER to the 
staff. 

Mr. Gardner originally joined the 
Editorial Department in 1942. After 
three vears he left to write educa- 


technical writing 


tional materials on industrial elec- 
tronics. and in 1946 he became dean 
of men at the Electronics Institute 
of Detroit. His duties there included 
writing a curriculum of electronics 
and supervising the school’s tele- 
vision shows. 

Mr. Gardner is a member of the 
Institute of Radio Engineers and 
The Engineering Society of Detroit. 


* ” 


Robinson Becomes Animation Head 
at Louis Kellman Productions 
* Kerrn Rosinson, formerly with 
U.P.A. and Walt 
tions. has been named director of 
animation for Louris W. KELLMAN 
Propuctions, Philadelphia, a divi- 
sion of News Reel Laboratory. 

Mr. Robinson will lead a special 
staff of animation experts offering a 


Disney Produe- 


complete animation service for in- 
dustrial and business films and tele- 
vision commercials. In announcing 
the appointment, Louis W. Kellman, 
president, also told of plans for 
acquiring new animation equipment 
to round-out the department’s tech- 
nical facilities. 
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International Film Foundation 
Moves to N. Y. Carnegie Center 

® INTERNATIONAL FitmM Fowunpa- 
TION, INC. has moved its offices to 
345 East 46th Street, New York, 
the new Carnegie Endowment In- 
ternational Center, according to an 
announcement by Julien Bryan, 
executive director. 

The International Center, located 
next to United Nations Headquar- 
ters, is a non-profit building fi- 
nanced by Endow- 
ment for International Peace, one 
of 11 trusts founded by 
Carnegie. It was 


the Carnegie 


Andrew 
constructed for 
the use of non-governmental or- 
ganizations dedicated to purposes 
similar to those of the Carnegie 
Endowment. 


* * * 


Ben Fox New Roland Reed V.P. 

* M. Bernarp (BEN) Fox has 
heen named vice-president of Ro- 
LAND ReEep Propuctions, Inc. Mr. 
Fox affiliated with the Reed Com- 
pany two months ago for the pro- 
duction and sale of two new TV 
series that he created: Waterfront, 
starring Preston Foster, and Men 
of Justice, Lock- 
hart. 


starring Gene 


* * * 


Kling Studios Names Cunningham 
Head of Film and TV Production 

* The appointment of Ricuarp J. 
“Jor” CUNNINGHAM as director of 
motion picture and television pro- 
duction for KLinc Stupros, Inc. has 
heen announced by Frep A. Nixes. 
vice-president. 

Mr. Cunningham was formerly a 
production executive with John 
Sutherland Productions. Before that 
time he was director of motion pic- 
ture production, then manager of 
broadcast operations for Foote, 
Cone and Belding. During World 
War II, as chief of the Air Technical 
Intelligence Photographic Division. 
he supervised the photography of 
some of the initial atom bomb tests. 

* * * 

Velazco Service Studio Adds 

New Sound Units in Renovation 

* New developments are going on 
at Emit Vetazco, Inc., in New 
York. Coincident with the pro- 
ducer’s service organization’s plans 
for a completely new studio, which 
is in the offing for fall, Velazco has 
added a new Western Electric vari- 
able area 200 mil push-pull direct 
positive and standard negative re- 
corder, as well as a custom-built 
eight-position re-recording console 
being estimated by Cinema Engi- 
neering Corp. Velazco is planning 
to add further to the company’s 
present battery of photographic, 
magnetic and dise recording facil- 


ities in Mid-Manhattan. ne 
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SALES MANAGE 


ARE LooKING For YOU 


Today, 20,000 sales managers are look- 
ing for better ways to strengthen and 
train their far-flung sales forces and 
dealers. 


Many of these sales managers may not 
know it yet, but they're looking for you 
—a sound slidefilm producer. Because 
they may not know that the best way to 
train a spread-out sales force is with a 
sound slidefilm. The potential is there. 
And the time was never better to turn 
that potential into profit! 


Here’s how you do it. Choose com- 
panies that depend upon salesmen for 
volume. Get in to see the sales manager. 


(8) 
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Tell him your story—show him how he 
can use sound slidefilm to do an effec- 
tive, economical job of training his 
salesmen and his dealers. 


Naturally, for the audio part of your 
slidefilm, you'll want to specify RCA 
Victor slidefilm recordings. You know 
from your own experience that RCA 
Victor delivers the clearest, crispest 
sound attainable in slidefilm recordings. 
Use this point when you talk to your 
prospect; it can help you close the sale. 


Remember—the market for sound slide- 
film has never been better. Be sure you 
get your share! 


‘)) Custom Record Sales 


RADIO CORPORATION OF AMERICA 








Sales Managers need Sound Slidefilms 
for telling Salesmen and Dealers: 


how to get more display space 
how to develop local promotions 
how to use selling time more efficiently 


how a new product was developed 
how to localize national merchandising campaigns 
how product quality is controlled 


and much more! 


eevee eeeeeeeeeeeeeeeeee 


For full details on slidefilm recordings, contact office nearest you 






NEW YORK CHICAGO HOLLYWOOD 
630 Fifth Ave. 445 N. Lake Shore Dr. 1016 N. Sycamore Ave 
Dept. E- +0 Dept. E- v Dept. I 


New York 20, N.Y. Chicago 11, Ill 
JUDSON 2-5011 WHITEHALL 4-3215 


Hollywood 38, Calif. 
HIctsipe 5171 


RCA VICTOR DIVISION 








this man 


is making a motion picture... 


TRANSFILM 


MIGHT AND SOUND 


Atlas Produces Community Chest 
Picture for Milwaukee's Campaign 
* Autumn, 1953 is Community 
Chest time in most of the nation’s 
large cities. For the October fund- 
raising campaign on behalf of Red 
Feather Services in Milwaukee 
County, Wisconsin, group leaders 
and community representatives have 
a new and highly effective 10-minute 
16mm sound motion picture de- 
signed to rouse public interest and 
generate cooperation. 

The new film is a dramatic story 
about a troubled little boy of seven 
and of the help which he and his 
parents receive from Red Feather 
Services in that area. Titled Help 
Before Headlines, the motion pic- 
ture was produced by the Atlas Film 
Corporation of Chicago and Oak 
Park from an original story (taken 
from a real life episode) by Miss 
Patricia Watt of the welfare coun- 
cil’s public relations staff. 

Carl, the boy, is played by a lad 
who never before appeared in films 
but handles his role like a veteran. 
Professional players take the parts 
of his parents but others in the cast 
of characters are Milwaukeeans. 
playing their real life roles. 

This is the third year the Com- 
munity Chest campaign has reached 
to the county through a motion piec- 
ture but this is the first dramatic 
film. It will be made available to 
groups of 25 or more through the 
cooperative facilities of the Film 
Department of the Milwaukee Coun- 
ty Community Chest. 


* . * 


“For Progress . . . Call Dixie’’ Shows 
Development of the New South 

* The New South is no legend or 
chamber of commerce boast. All 
over this area of the nation, the 
sound of hammers and the hum of 
busy telephone wires are elements of 
a modern symphony of industrial 
and human progress. 

On this theme, the Southern Bell 
Felephone and Telegraph Company 
has sponsored a new 20-minute color 
film For Progress . . . Call Dixie. 
Beeland-King Film Productions of 
Atlanta, who have done similar pic- 
tures for this client, bring the story 
of the South right up to the moment. 

New housing projects are trans- 
forming whole areas outside metro- 
politan centers: their residents pro- 
vide manpower for a host of new 
industries, including automobile as- 
sembly lines, aircraft plants. alu- 
minum fabrication works. and light 
manufacturing concerns of many 
types. 

Betting against the Commies, the 
South has a new formula for free- 


dom in its industries and the people 
who man them. Linking all together 
on the screen are new lines of com- 
munication. Southern Bell shows 
the work of laying endless miles of 
coaxial cable through woods and 
streams; the building of a network 
of relay towers by which television 
and telephone signals are speeded. 

Filmed in Commercial Koda- 
chrome, For Progress is a document 
of progress and of the people who 
help make that progress possible, in 
the telephone industry and through- 
out the New South. 


* * a 


Downward Industrial Accident Rate 
and Causes Shown in Aetna Film 

* Lowell Thomas gives a film re- 
port on the story behind the remark- 
able downward trend in industrial 
accidents over the last quarter-cen- 
tury in a new 16mm sound motion 
picture Stay Alert, Stay Alive, just 
released by the public education de- 
partment of The Aetna Casualty and 
Surety Company. 

Behind the scenes views in a typi- 
cal industrial plant are narrated by 
the veteran news and film commen- 
tator in the 12-minute film which 
shows how the safety organization 
of this typical company has been 
whittling down the toll of accidents. 

The film may be obtained on free 
loan through local Aetna representa- 
tives or through the company’s pub- 
lie education department at Hart- 
ford, Conn. 


* cs * 


Annual Film Council Award Given 

Cleveland Film Council Program 

* The fifth annual C. R. Reagan 
Award was presented to the Cleve- 
land Film Council by the Film 
Council of America during the re- 
cent national audio-visual conven- 
tion in Chicago on August 2. 

The Cleveland entry, given for the 
film council which makes the great- 
est contribution to the advancement 
of effective use of films in its com- 
munity, was unanimously selected 
by the following panel of judges: 

Ellsworth C. Dent, director of dis- 
tribution of Coronet Instructional 
Films: W. A. Moen, vice-president. 
Bell & Howell Company; and Still- 
man K. Taylor, assistant librarian, 
Gary (Ind.) Publie Library. 


* oe + 


Paris Firm Offers International 
Sound Striping of 16mm Films 

* PYRAL of Paris, France has an- 
nounced magnetic sound striping of 
l6mm films, including translation in 
native tongues, in more than a dozen 
countries licensed and equipped for 
this purpose throughout the world. 
Write Pyral at 2 Rue Beranger. 
Paris 3, France for details. 
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*Potented 
t Patent Pending 


It's the topic of the day, in educational circles at 
every teaching level. The vU-LYTE offers remark- 
able aid in making teaching more effective. It is 
the opaque projector with the greatest facilities and 
mechanical superiorities. 


What IS an opaque projector? The Beseler VU-LYTE 
is an ultra-modern, professional-type teaching tool, 
embodying an entirely new principle in opaque pro- 
jection. Its exclusive features afford versatility of 
application and flexibility of operation. All sorts of 
free and easily available materials can be projected 
to a screen in natural colors. These include maps, 
diagrams, homework papers, pictures, books, maga- 
zines, and solid objects. Slides and preliminary prep- 
aration of materials are not required. 


What can it DO for me? VU-LYTE will help to 
heighten class interest. Pupils will grasp subjects 
more readily. Lessons so learned are longer retained. 
It will make it possible for you to use more illustra- 


THE NEW 


VU-LYTE 


OPAQUE PROJECTOR 


60 Badger 


PTS 


tive materials to enrich class discussions and in- 
creased pupil participation will become a natural 
result. 


What ARE its advantages? VU-LYTE is simple to 
operate; provides the brightest, sharpest pictures in 
brilliant colors, and can be used in a partially lighted 
room. No similar projector has so many exclusive 
advantages. These include the VACUMATIC? PLATEN, 
to hold unmounted copy flat; FEED-O-MATIC? CON- 
VEYOR, to easily feed in new copy and eject the used, 
automatically; POINTEX* PROJECTION POINTER, to 
throw on the screen a movable arrow of light oper- 
ated by the teacher from beside the machine. 


These and other educational and technical ad- 
vantages are described in a free folder prepared 
for teachers and administrative personnel. A copy 
of “OPENING THE DOOR TO THE MIND” and a free 
demonstration of the VU-LYTE without cost or obliga- 


tion is yours for the asking. 


ATR rae 
CHARLES Bea a COMPANY 


est ieee 


Avenue, Newark 8, WN. 


ee 


a 
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The World's Largest Manufacturer of Opaque Projection ee 


Charles Beseler Co. 


60 Badger Ave., Newark 8, N. J. 


Gentlemen: 


["] Please send me your free folder, “OPENING THE DOOR TO THE MIND.” [] Have your 


representative contact me to arrange a free demonstration of the VU-LYTE at our school. 


a 





School 





Address 





City 


Zone State 





(Home or School?) 
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| in recent years; 
| recognized as 


Magnetic Tape Manufacturers 
Form New Trade Association 

* 13 of the nation’s 
recording 


leading tape 
equipment and_ tape 
manufacturers met at the Electron- 
ics Parts held in Chicago 
recently and voted unanimously to 
form a 


Show 
trade organization to be 
known as “The Magnetic Record- 
ing Industry Association.” 
Attending the meeting were Am- 
pex Electric Corp., Audio Devices. 
Inc.. Bell Brush 
Electronics Co.. Crestwood Ree- 
Division of the Daystrom 
DuKane 
Magnecord Corp.. 
Minnesota Mining and Manufactur- 
Radio 
The Pentron Corp., 
cago Corp.. 
Joseph F. 


Sound Systems, 
order 

Electric 
Fidelitone. Ine., 


Corp., Corp.. 


ing Co., Industries, Ine.. 
Webster-Chi- 
and Webster Electric. 
Hards, vice-president 
of A-\ Tape Libraries, Inc.. 
called the initial 
elected president 
new organization, 
ing committee 
outline the 


who 
meeting, Was 
pro-tem of the 
and an organiz- 
was appointed to 
purposes, functions and 
by-laws. 
tees on marketing, legal problems. 
promotion and public relations will 
be set up at the next meeting to be 
held in mid-October at the time of 
the New York Audio Fair 
According to an announcement 
by the new organization, 
firms who have indicated interest 
in becoming charter members. but 
who unable to 
sentatives to the 


to draw up the Commit- 


other 


were send repre- 
initial meeting. 


Berlant As- 
Industries. Ei- 


include Ampro Corp., 
socation, Crescent 
Federal Manufacturing 
and Engineering Corp., Presto Ree- 
ording Co.. RCA Victor 
of Radio Corporation of America, 
Reeves Soundcraft 
Camera Co., 


cor, Ine., 
Division 
Corp.. Revere 
Tapemaster. Ine., 
Three Dimension Co., and the Wil- 
cox-Gay Corp. 

Aims of the Magnetic Record. 
ing Industry Association were said 
to be to promote the best interests 
of the tape recording industry, 
compile and disseminate. 
make available 
information, 


statistics, 
technical research 
advise on marketing 
and merchandising, provide a pub- 
lic relations program for tape ree- 
ording on an industry-wide basis, 
and establish a series of standards 
for the industry to eliminate a 
variety of speeds, tracks and other 
manufacturing differences that tend 


to retard the development of the 


| consumer market for tape record- 
| ing. 


The magnetic tape industry has 
been growing by leaps and bounds 
standardization is 
an acute, general 


problem, a 
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The more difficult the problem — the greater the challenge. 
For that plus value in educational, public relations or employee- 


training films — in live action or animation — — 


John Vithrerlared Prodicclvons. aD.) 
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Here come the Irish ! 





...the Owen Murphy team looks 
like the class of the year... 


experienced men in every position... 





smartly coached...and they've got 
plenty of drive and speed. 
Keep your eye on the Irish! 
Call them in the next time you want 


a picture that scores a touchdown. 


as Murphy | Ie 


723 SEVENTH AVENUE * NEW YORK19,N.Y. © PLAZA 7-8144 
DISTINGUISHED MOTION PICTURES FOR INDUSTRY AND TELEVISION 
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| with HIGH-SPEED 
| MOTION PICTURE 
| PHOTOGRAPHY 


WHY = 


© IS BETTER 


©® HAS SUPERIOR 
PERFORMANCE 


© HAS LONGER 
LIFE 











Many operations in 
modern industry are so 
rapid the human eye can't 
follow them, Consequently 
important steps in product 
manufacture are unknown to 
design and production engineers 

. and the salesman, who sells the 
finished product. 


YOU CAN'T TRAIN BY FAITH ALONE... 

A salesman must believe in his 

product to sell effectively. High-speed 

motion picture photography can show quickly 

and easily why your product is better, will last longer 


than competing products .. . proof positive that it is 


designed and made right. Put high-speed motion pictures 


to work in your training program. 
Write FASTAX Division for new literature on 
high-speed photography. 


8mm, 16mm, 
35mm 400’ 
Capacity FASTAX 


lomm 100 
Capacity FASTAX 





© RAPTAR 
© RAPAX 
© FASTAX 


OPTICAL COMPANY, ROCHESTER N.Y © MIRROTEL 








Speedy Delivery of Filmed Sales Meeting 
Aids Dealer Campaign for U.S. Rubber Company 


‘PEED was the problem of the 
" United States Rubber Company 
shared by producer Sound Masters 
in the making of a recent three-reel 
motion picture. A tight target date 
met by fast action on the part of this 
studio aided a dealer campaign. 

U.S. Rubber had held a series of 
live meetings in key cities from 
coast to coast. They were attended 
by every member of the company’s 
Royal Tire sales organization. 
brought together to receive a report 
from top management. 


Management Direct to Field 

The meetings were so effective it 
was decided that a film would be 
made that would summarize that 
report, so that, “while the iron was 
hot” the salesmen themselves could 
without delay carry the story to 
their accounts with maximum im- 
pact. 

During three weeks the script was 
written, the studio and _ location 
photography completed, additional 
material assembled and the answer 
print shown and approved. 

Within another week release 
prints were in use, meeting a tough 
target date. 

Scenes of Daytona Beach and 
Mojave Desert tests were included, 
also U. S. Rubber executives speak- 
ing, as they had at the original 
series of live meetings. 

Film Technique Not Spared 

In spite of the time limit, many 
special optical effects were used to 
dramatically punctuate the develop- 
ment of the Royal Tire’s progress in 
quality down through the years. 

No compromise in production 
quality was made despite the time 
limit. The schedule was so well or- 
ganized that additional time would 
really have added little to the effec- 


line Sarery demonstrations at Daytona 
Beach, Fla., were included in film. 


tiveness and impact of the finished 
picture. 

As Harold E. Wondsel, president 
of Sound Masters said, “the ‘impos- 
sible’ was made possible through 
close cooperation of United States 
Rubber Company people and a care- 
fully planned schedule rigidly car- 
ried out with sufficient and well- 
organized production crews plus the 
enthusiastic cutting room and lab- 
oratory people who worked around 


the clock.” iy 


Mojave Desert speed test run was also a 
key feature in U. S. Rubber filn 


Here’s U.S, Rubber’s tire testing fleet and personnel shown at its Lancaster, Cal. 
(Mojave Desert) proving grounds (a film feature). 
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The effectiveness of your film depends to a large degree 
upon imaginative direction: Upon the ability of a man 
(traditionally equipped with a megaphone and a canvas chair) 
to awaken in the actors a sympathy for the fears, hopes and 
desires of those who will comprise your audience . . . 

and to guide and inspire each member of the cast to render 

a portrayal so lifelike that your audience accepts 


the images on the screen as flesh-and-blood people. 


Yes, to your audience, actors should appear as people 


not as puppets who have been manipulated by the director. 


At Unifilms, imaginative direction—combined with 
imaginative research and scripting and the imaginative 

use of sound—is basic to a production that is 

not just a motion picture but a moving picture: a film 

so human that the viewers identify the actors as counterparts 


of themselves, and are impelled to imitative action. 
The cost? Well, imagination— which gives birth to 
Unifilms’ original production techniques— has effected 


marked savings for our clients. 


Interested? Call Unifilms by telephone . . . now / 


, _——— 
| 
| UNIFILMS INC. 
| 4 


NOT JUST MOTION PICTURES, BUT MOVING PICTURES 








oe. 
s qe 
My 146 EAST 47TH STREET 


NEW YORK 17, N.Y. 
MURRAY Hic. 8-9325 


225 SOUTH 15TH STREET 
PHILADELPHIA 2, PA. 
KINGSLEY 5-8013 
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John, why take a 

50-50 chance with your 
production? Why not depend 
upon Cineffects’ 15 years 

of dependable service— 

service proven through hundreds 
of satisfied customers. 
Remember, for art, animation, 
opticals and photography, 


in 16 and 35mm, call... 


cineffects, inc. 


115 W. 45th ST., NEW YORK, N. Y. 


isk for our brochure 


facilities can be 


shou trig 


hou 


Cinetiect s 


nent 


‘ 


our 


specialized 


produ fion 


Du Pont Plans Production Unit 

for New Photographic Film Base 

* A commercial unit for the manu- 
facture of a new, synthetic base for 
motion picture film will be built at 
Du Pont’s Parlin, New Jersey photo 
products plant according to a recent 
announcement by E. I. pu Pont DE 
NEMOURS AND COMPANY. 

The announcement said extensive 
tests have shown the new base, chem- 
ically identified as a polyester, to be 
several times stronger and have 
much greater dimensional stability 
than any of the present types of 
safety film base, while retaining 
comparable flame resistance. An 
important added advantage is a re- 
duction of film thickness, said to 
make possible up to 35° more 
footage per reel. Polyester film is 
also said to have higher clarity than 
conventional film bases, and appears 
to have better storage and aging 
characteristics. 

Tests Indicate Strength 

In comparing the new base with 
cellulose nitrate and cellulose acetate 
films, Du Pont said polyester has 
twice the tensile and tear strength, 
and can be stretched twice as far 
without breaking. It is supposed to 
be virtually unaffected by immersion 
in water or changes in humidity. In 
a test of folding endurance the new 
base withstood 17.000 flexings while 
an ordinary film failed after 100. It 
showed practically no signs of wear 
after 3,900 runs through a projector 
after perforations on standard films 
wore out in 1.400 projections. 

Seven years of research and an 
investment of $3 million have al- 
ready gone into the development of 
the new film base. Several hundred 
thousand feet have been produced at 
the company’s Parlin Research Lab- 
oratory for testing and evaluation. 

Construction of the full-scale unit 
will start in the near future and 
initial production is forecast for the 
middle of 1955. Until then the pilot 
plant will remain in operation to 
continue supplying operating in- 
formation and to produce material 
for trade evaluation and market 
development. 


. 7. * 


New Victor Gasket Film Will Tell 
Product and Merchandising Story 

* A new Victor GASKET COMPANY 
film, produced by Rem H. Ray 
Fitm Inpustries, INc., describes 
how gaskets and oil seals are made 
and shows the merchandising aids 
offered by the sponsor. It will be 
shown to Victor Gasket jobbers the 
world over. 

The 27-minute motion picture was 
filmed in approximately three weeks 
in the various Victor plants in the 
Chicago area. 
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Reeves Soundcraft Announces 

New Micro-Polishing Process 

* Reeves SOUNDCRAFT CorRPorRa- 
TION has announced that a newly 
developed and patented “Micro- 
Polishing” process is now being 
used in the manufacture of its com- 
plete line of magnetic recording 
tapes. The announcement said the 
process was developed to materially 
reduce magnetic drop-outs in mag- 
netic film recording for Hollywood 
and in highly critical tapes for Tele- 
metering and other calculating ap- 
plications. 

Before the development of this 
process, according to Reeves, micro- 
scopic protuberances (oxide nod- 
ules) inherent in all oxide coatings 
often caused an interruption of the 
recorded signal. Previous efforts to 
eliminate these had failed and as a 
result the margin of error in calcu- 
lating tapes remained high. 

The Micro-Polishing process is 
said to develop high mechanical 
stresses on these coating nodules 
and the surface of the tape, resulting 
in “a mirror-smooth finish thus 
practically eliminating drop-outs 
and increasing the accuracy of mag- 
netic calculating systems.” 

Maintains Surface Uniformity 

Further research revealed that on 
all standard magnetic recording 
tapes surface imperfections caused 
a steady increase in high frequency 
output level of the tape through the 
first 10 or 12 playings. This pre- 
vented new tapes from being inter- 
spliced with older ones, but record- 
ing engineers solved the problem by 
running new tapes through the 
record and playback heads numer- 
ous times until a stable output level 
was attained. By applying the 
Micro-Polishing process to its mag- 
netic recording tape, Reeves Sound- 
craft said surface uniformity and a 
stable high output level is achieved 
right from the first playing. 

The development of high speed 
Micro-Polishing equipment is cred- 
ited with enabling the manufacturer 
to apply the process to its complete 
line of magnetic recording tapes 
with no increase in price schedules. 


Washington and Walla-Walla; Singapore, 

Saigon and Seoul. Order any city or land- 

mark among 15,000 subjects completely 
cross-indexed. Send for Catalogue E. 
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PANORAM DOLLY 


New life! New action! New drama! New interest! . are 
achieved by pictures made with the Houston-Fearless Pano- 
ram Dolly. Gives cameras complete mobility, produces smooth 
pan effects, angle shots, running shots, dolly shots and count 
less special effects. Raises camera from low to extreme high 
position smoothly and silently. Dollies in and out of scenes 
quietly on rubber-tired ball bearing wheels. Dolly track avail 
able. Deluxe model can also be moved sideways. Running 
board attaches to side, if desired. Very maneuverable. Proved 
completely dependable by leading studios in Hollywood and 
throughout the world 


FRICTION HEAD 


Provides smooth, easy panning and tilting of cameras. Pans 
360° on ball bearings. Tilts 45° up or down with camera 
counterbalanced at all times. Variable drag and brake are 
provided on both pan and tilt. Adjustable handle. Fits 
Houston-Fearless and other standard tripods, pedestals, 
dollies and cranes. 


ALL-METAL TRIPOD 


Combines extreme ruggedness, adaptability, rigidity, case 
of operation and portability not found in any other tripod 
For studio or field use. Levels automatically. Tubular steel 
legs are easily adjusted for height —lock positively to pre 
vent slipping. Folds compactly. Two sizes: % and full length 


TRIPOD DOLLY 


Gives convenient mobility to tripod-mounted cameras, In 
the studio, it offers a rapid means of moving camera 
Wheels swivel for maneuverability or can be locked paral 
lel for straight line tracking. In field, provides easy means 
for positioning camera. Strong, lightweight tubular steel 
Folds compactly 





—— 
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ST, (Zi THE HOUSTON-FEARLESS CORP. 
11811 W. Olympic Bivd., Los Angeles 64, Colif 


H yx N Please send catalogs on Friction Head Tripod 
Tripod Dolly Panoram Dolly Film Processors 
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MODEL II 


The ideal 35mm movie camera for TV Newsreel, industrial, 
Travel and Scientific Motion Picture Photography. 


FAMOUS ARRIFLEX FEATURES: 


Reflex focusing through taking lens, even when camera is 
running. 

Bright erect image finder, 61. x magnification. 
“Follow-focus” without assistant. 

No parallax or other finder problems. 
Full frame focusing and viewing. 
3-lens turret. 


Quick change geared film magazines (200 and 400 feet). 
No belts to connect. + bl 


Variable speed motor built into handle. 

Tachometer registering from 0 to 50 frames per second. 
Compact, lightweight. 

Equally adaptable for tripod or handheld filming. 
Easily detachable matte box-filter holder. 


Pic 


ARTHUR FLORMAN, 


Cameraman and principal 
of Florman & Babb, New 
York movie equipment 
dealers 


Writes MR. FLORMAN: 


aa 








COATED LENSES in ARRIFLEX MOUNTS 


28mm f/2 Schneider Xenon* 90mm f/3.5 Kilar 
50mm /2 Schneider Xenon* 135mm f/3.8 Kilar 
75mm ¢/2 Schneider Xenon* 150mm f/3.5 Kilar 
300mm f/ 5.6 Kilor 
400mm £/5.6 Kilar 


*With Follow-Focus Grips. 


ORIGINAL ARRIFLEX ACCESSORIES 
LENS EXTENSION TUBE for close-up filming and 
cinemacrography 
HI-HAT for mounting Arriflex 35 on standard tripods 
SHOULDER-POD for vibration-free, hand-held filming 


BATTERY — 16 Volt, lightweight, non-spill, with 
carrying case and shoulder strap 
BATTERY CHARGER 


rue new ARRIFLEX 35 reioo 


Sturdy, rugged and rock 
steady. Weighs only 

19 Ibs. 

Large universal ball- 
joint for leveling. 


. « As a free-lance camerman I have photo- 
graphed at least 270 TV shows and commercials, 
graph a dealer, | have learned to know the pre fer- 
ences of other cameramen as well. 

I first used the Arriflex 35 in Germany in 1945 
when | was attached to the Signal Photo Company 
in Liesbaden to cover the Nuremberg trials, and in 
1946 to film the Armed Forces — General 
Eisenbower's visit to Luxemburg, and many other 
important news events. Since then I have gotten 
to depend upon my Arriflex entirely. 

I have used my Arriflex for commercial films for 
such accounts as General Motors, General Foods, 
Noxzema, Loft Candies, and others, One of my separate locke. 
recent industrials, filmed with the Arriflex, Talk, Extra long handle 
Talk, Talk” was very favorably received by the Ad sad —™ 
Club of New York. om 

I know of no more rugged, more reliable piece of 
pane Orr or one easier and qui ker to operate, 
hand-held or on a tripod. . .” 


Velvet smooth pan 
and tilt action with 


Spirit level. 


Can be used with 
all professional 
cameras. 


Leather boot 
available. 


n tl Ny G ee 


235 FOURTH AVE., NEW YORK 3, N. Y. * GRamercy 5-1120 


Available at leading dealers 


Write for literature and price list 





WEST COAST OFFICE: 7303 MELROSE AVENUE, HOLLYWOOD 46, CALIFORNIA WYOMING 9026 





employee 


FOR BETTER SHOWS USE 
® Many large U. S. 
\udio-Visual 


“THE AUDIO-VISUAL 
firms now use the 
Handbook to train 
illustrated 


PROJECTIONIST’S HANDBOOK” 


business 
Projectioniat’ 
rojectionist's sells at 


from 


manship; 
Order 


only $1.00 
BusINESS 


per 
SCREEN, 


copy, 


projectionists, This graphic, today 


manual contains step-by-step lessons on good show- 
postpaid. 
Chicago 26. 
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EXECUTIVE NOTES 
DeVry Corp. Names Henry Fisher 
New Executive Vice-President 
* Henry M. FisHer, a veteran mem- 
ber of the industry, has been ele- 
vated to the position of executive 
vice-president of the DeVry Cor- 
PORATION according to an announce- 
ment by W. C. DeVry, president. 
Mr. Fisher joined the company in 
1928 as a sales and service engineer 
and office manager of DeVry’s New 
York office. He held that post until 
1938 when he became sales manager 
of the firm’s Eastern Division. In 
1948 
dent. 


he was appointed vice-presi- 


a e * 


National Carbon Company Makes 

J. R. Johnstone Department Head 

* The appointment of J. R. Joun- 
STONE as manager of the Carbon 
Department has been an- 
nounced by NATIONAL CaRBon Com- 
PANY, a division of Union Carbide 
and Carbon Corporation. 


Sales 


Mr. Johnstone has been engaged 
in various sales and administrative 
functions since joining the company 
in 1937. 

Lighting Carbons for the motion 
picture industry will be high among 
the new department manager’s in- 
terests because of the increased light 
demands of 3-D and wide-screen 
His other activities 
the carbon and 
brushes motors and 
batteries for 
railroad signaling and chemical and 
mechanical specialty products. 


systems. 
will be 
graphite 
generators, 


new 
sales of 
for 
primary 


+ * * 


Former Princeton Vice-President 
Heads New Division at Meredith 

® Jack S. BaRLAss, former execu- 
tive vice-president of THE PRINCE- 
TON Fitm CENTER, has been named 
director of the newly-created Book 
and General Promotion Division of 
the MEREDITH PUBLISHING Com- 
PANY. 

Mr. Barlass is rejoining the pub- 
lishers of Better Homes and Gar- 
dens. Successful Farming, and six 
books. He was with 
1937 until 1951 


other trade 
Meredith from 


when he left to join the Film Center. 


Rane 


STOCK FOOTAGE 


Giraffes and gazelles, cats and coyotes, 
minks, mice and moose...easy to order... 
nominal cost. 15,000 subjects completely 
cross indexed. Send for Catalogue E 
Se eeaeaeaeaacaaaaaae 
NB FILM LIBRARY 
105 E. 106 St., New York 
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dimension—sound——was added to slidefilms 
when Illustravox introduced the first sound  slidefilm 
machines in 1933. Now the “OLDEST NAME IN SOUND 
SLIDEFILMS” introduces the newest. most modern 
instruments in the field, 

\ complete new line is offered: MODEL 300A with 
30-50 eycle automatic film advance and a 300-watt 
blower-cooled lamp. 


MODEL 300RE for bell-type recordings; film is ad- 
vanced by means of a push-button, 300-watt blower- 
cooled lamp. 

MODEL 150M for bell-type recordings: film is ad- 
vanced by a pull-cord, 150-watt convection cooled lamp. 

These new units maintain the Ilustravox tradition of 
quality and reliability and add a host of new and desir- 
able features. Check these Illustravox advantages . 


HALA SIA 


The Finest in Slidefilm Machines By.. 





Outstanding Contemporary Styling| Bb 


INCREASED ILLUMINATION 


COATED LENS 


PUSH-IN THREADING 


BLOWER COOLED 


RUGGED, QUIET FILM ADVANCE 


REGULAR AND LONG-PLAYING 
RECORDS 


@ POWER CORD PERMANENTLY 


ATTACHED 


HIGH QUALITY SOUND 
@ LIGHT IN WEIGHT 

@ FULL-SIZE TONE ARM 
@ PERMANENT NEEDLE 


@ OUTLET FOR AUXILIARY 
SPEAKER 


@ FILM AND RECORD STORAGE 
SPACE 


@ TWO SPEED TURNTABLE 





ILLUSTRAVOX DIVISION 
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Ekectro Engineering & Mig.Co. 


EXCLUSIVE MAGNAVOX LICENSEE 


627 W. ALEXANDRINE 


DETROIT 1, MICHIGAN 
TELEPHONE: TEMPLE 2-2330 





CAMART PRODUCTS 


*& CAMART TV MIKE BOOM 


Rear handle for directional mike 
control. Sturdy 13° extension erm 
Entire unit folds to fit in your car. 


ALONG THE PRODUCTION LINE 


Caravel Films Acquires Biograph 

Studios in N. Y. Expansion Move 

* Brocrarpn Stupios, a name that 
used to be synonymous with the 
early development of motion pic- 
tures, has been rented and re- 
opened, after many years hiatus, by 
CARAVEL Fiims, Inc. The big studio 
in the Bronx is now the scene of 
Caravel’s production of three 30- 
minute films with the collective title, 
History of the Bible, for the Amer- 


adjoining News Reel Laboratory at 
1729-31 Sansom Street, Philadel- 
phia. 

Scheduled to open on or before 
the first of October, the new build- 
ing was designed to be a center 
point of operation for this producer 
of business, industrial, educational, 
medical and television films and 
commercials. It will house the firms’ 
administrative, advertising, sales, 
and creative staffs and special lab- 


De OPTICAL FX UNIT ond PRISMS 
For témm, 35mm, and TV cam 
) eras. Will reproduce multiple 


images in rotation. Excellent 
for TV, animation, or film 
commercials. 


ican Bible Society. 

David Pincus, president of Car- 
avel, has found the two whopping 
sound stages of Biograph to be in 
excellent condition, though last used 
in 1933. Caravel has the place for 
six months, with options for exten- 
sion, and will follow up the Bible 


oratory equipment. 
7. * 7 

Kling Studios Acquires Building 

To Expand Chicago Facilities 

* An additional 85,000 square feet 

of film studio property in Chicago 

has been acquired by Kling Studios, 


Inc. according to an announcement 


| & CAMART TRIPOD 


Lightweight friction heed 
tripod for semi-professional 
16-35mm cameras. Smooth 


well-balanced pan and tilt J 
action, Rigid leg locks. 











*& CAMART 
BABY DOLLY 


*& CAMART BLIMP for ARRIFLEX 35mm CAMERA 


Geared follow focus control. 
Reflex viewing through the 
blimp eliminates parallex 
problem. 110 volt 60 
cycle single phase sync 
motor, Geared footage 
counter. Accepts cam 

ere with 400’ magatines 





New advanced glide steering. Plat- 
form for assistant and accessories. 
Adjustable swivel seat. Rigid clamps 
for tripod legs. For tripod, beby 
tripod, and hi-hats. Size 35 2 4 
inches, it comes epert. 


& CAMART CAMERA DOLLY 


Professional motion picture or TV camera dolly. 
Two seats for operator and assistant, Geared lift 
for smooth operation of boom arm from 26” to 
seven feet. 30° width wil go through standard 
door, Weight 350 pounds, Easily transported. 


THE CAMERA@MART ine. 


MOTION PICTURE AND TV PRODUCTION EQUIPMENT 


1845 BROADWAY 
NEW YORK 23,N..Y 


Phone: Circle 6-0930 
Cable Address CAMERAMART 


series with other films for govern- 
ment and business clients. 

Mr. Pincus noted that so many 
films shot in New York studios are 
made under “appalling conditions.” 
He thinks Biograph, with its two 
sound stages measuring 80 by 120 
feet, offers “great possibilities.” 


Charles “‘Cap"’ Palmer Forms New 
Film Producing Organization 

* CHarLes “Cap” PALMER has an- 
nounced the formation of a new 
producing organization to be known 
as Cap PALMER Propuctions. The 
unit will make industrial and docu- 
mentary films and feature theatrical 
releases, devoting about six months 
of the year to industrials and the 
balance to “entertainment type fea- 
tures.” 

Palmer has slated The Land Un- 
known, a science-fiction film based 
on his own original story, as the 
first feature film. Special trick 
photography will be done by Ray 
Harryhausen who created similar 
sequences for The Beast From 20,000 
fathoms, 

During the past four years Palmer 
has scripted industrial films for 
United Air Lines, International 
Harvester, National Safety Council, 
Socony-Vacuum and others. Among 
the screenplays he has written are: 
Lost Boundaries, Disney’s The Lady 
and the Tramp, and The Big Brass 
Band. He also co-authored the book 
“Case History of a Movie” with 
Dore Schary, which was published 
last year. 

~ * * 

Kellman Productions Acquires 
Additional Production Space 

* Louts W. KeELLMAN, president of 
Louts W. KELLMAN PRODUCTIONS, a 
division of News Reel Laboratory, 
has announced the acquisition of 
8.000 square feet of additional space 


by Robert Eirinberg, president. The 
additional space is necessary, the 
announcement said, to keep pace 
with the rapid expansion of Kling’s 
motion picture-television division. 

Equipping the new property at 
1100 Washington Boulevard will 
cost $150,000.00 according to Fred 
A. Niles, Kling vice-president. Facil- 
ities will include three sound stages 
outfitted with modern equipment. 
editing rooms, title and art studios, 
film labs and libraries, two theatres, 
scenery shops and offices. 

In an earlier statement Kling an- 
nounced a similar expansion of their 
Hollywood operations. A new film 
center will be built at 5250 Holly- 
wood Boulevard conforming to the 
firm’s modern studios in Chicago. 
Kling will continue to maintain 
offices and studios at 6650 Sunset 
Boulevard—Ray Patin Productions. 
the animated division of Kling 
Studios. 

* * 7 
Nola Studios, N. Y. Enters the 
TV Commercial Production Field 
* New York’s Nota Stuptos, INc., 
long a fixture on Broadway (1657) 
as a band rehearsal hall and record- 
ing firm, has organized a film divi- 
sion to offer its services as a pro- 
ducer of that burgeoning but cut- 
throat commodity the television 
commercial. 


IO ‘ er, 
Tennis, anyone? Or swimming or shooting? 
Or boating, bowling, badminton or bridge? 
All sports among 15,000 easy-to-order sub- 
jects... all completely cross-indexed. Send 
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complete 


tv and motion picture facilities 


for complete satisfaction 
















script 
“ Whether you need a main title, 
location photography scroll title, or exacting legends 
to register with animation sequences 
.. our art and titling 
departments produce them by 
sound stage hand or on the “hot press”. 
a 4 
animation 
sound | effects 
Years of our own engineering 
research went into the design 
of this amazingly precise titlin r 
animation stand ... 
exclusive with Bryon. 
] . ot * inte 
color-correct prints 
Here are skilled, efficient 
art personnel and precision 
equipment to fill your needs 
with speed and economy. 
music library Byron is a name that means 
dependability and quality in 
the 16 mm industry . . 
e,° 
editing because Byron’s complete 
Byron's staff of experienced editors facilities were made for every 
does an expert job for you... producer's complete satisfaction. 
no matter how intricate and recording Visit our studios, or ask for our 
painstaking the task. Their , ' 
: apg illustrated brochure and price list. 
craftsmanship is your assurance 
of the utmost in film effectiveness 
... regardless of budget. b&w laboratory facilities 
a *Reg. U.S. Pat. Off. 





by r oO n Studios and Laboratory 


1226 Wisconsin Avenue, N.W. 
Washington 7,D.C. DUpont 7-1800 


PRACTICALLY EVERY FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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Having difficulty winning over your audience ? Our staff 
of creative and technical experts are ready to help you pass the 
“A.T."" (Audience Test) with films that not only command 
audience attention, but also induce positive action. 
Discuss your problems with us and learn how a Louis W. Kellman 
Production builds conviction into your films . . . regardless 
of budget. In fact, why not do it now! 


Ewan” 


PRODUCTION S 


1720-31 SANSOM STREET ¢ PHILADELPHIA 3, PENNA, 
RI 6-BaH2 


BrrarOo 


A DIVISION OF NEWS REEL LABORATORY 


JUDGE A PRODUCER BY THE COMPANIES HE KEEPS 


SIGHT & SOUND 


LATE NEWS & PREVIEWS 
Construction Industry Leaders 
Meet at I-H Film’s Premiere 

* The world premiere of Interna- 
tional Harvester’s Man With a 
Thousand Hands, at Boise, Idaho in 
June, brought together two out- 
standing figures in the construction 
industry. H. T. Reishus, 
president for industrial power, In- 
ternational 


vice- 


Harvester Company. 
and Harry W. Morrison, president, 
Morrison-Knudsen Company, _ to- 
gether previewed what the film crit- 
ies are calling “the prize industrial 
documentary picture of the year.” 

Reishus and his staff flew from 
Chicago to Boise at the invitation 
of Intermountain Equipment Com- 
pany. international industrial power 
distributors in Boise and host for 
the affair. Morrison and other di- 
rectors of M-K were gathered in 
Boise for the firm’s annual meeting. 

The 55-minute color film depicts 
the most spectacular phases of 
M-K’s heavy construction work on 
the Aluminum Company of Can- 
ada’s British 
development proiect. After seeing 
it Morrison hailed Man With a 
Thousand Hands as “a new peak 
in industrial films.” He also said 
“T hope you will show this film te 
as many people in this country as 
possible so they will what 
can be done under a free enterprise 
system to carry out building proj- 
ects on a huge scale 


mammoth Columbia 


know 


without gov- 
that will lead to a 
life for everyone.” 


ernment help 
hetter 
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McCulloch Motors Service Films 

to be Supervised by Ormel Duke 

® Service films for the diversified 
McCuttocu Motors Corporation, 
Los Angeles, will be supervised by 
Ormet Duke, director of 
service publications. In announcing 


new 


the appointment, service manager 
Artuur J. Grepier said Mr. Duke 
would also be in charge of the pub- 
lication of all service manuals and 
technical publications for the or- 
ganization. 

Mr. Duke a printing and 
publications background dating 
back to 1936. In 1940 he joined 
North American Aviation coordinat- 
ing the Public Relations Section 
with the Art Department. In 1945 
he went to Moore Business Forms 


has 


and installed a sales and commer- 
cial publications system. Most re- 
cently Mr. Duke was with the 
University of New Mexico 
and Publications Section. 


Press 


BUSINESS 


H. T. Retsuus (left), vice-president ot 
International Harvester Industrial Power 
presents first print of “Man With a 
Thousand Hands” to Harry W. Morrison, 
president of  Morrison-Knudsen Co 
(story at left) 


IFB Offers John Ott TV Show 

for Nationwide Presentation 

* John Ott’s half-hour TV show, 
How Does Your Garden Grow, pre- 
sented as a live show in Chicago by 
Swift and Company during the past 
year, is now being filmed for spon- 
sored presentation in other parts of 
the country. International Film 
Bureau, Inc. is handling distribu- 
tion. 

Each program is cued for four 
one-minute spots. Outside Chicago 
Swift will take two of these to sell 
Vigoro products, leaving the bal- 
ance of advertising time to local 
sponsors. Programs may be booked 
to fit the seasons, and are designed 
for weekly presentation. Twenty-six 
shows are now ready. 


* > * 


University of lowa Film Short 

To Show Importance of Football 

* The importance of football as a 
part of the athletic program at the 
University of lowa will be shown in 
the fifth motion picture to be pro- 
duced for the University by Rep 
Hi. Ray INDUSTRIES. 

Called Behind the Full-Back, the 
10-minute short will describe how 
football aids other sports, medical 
research, and provides academic 
scholarships. It is scheduled to run 
in theatres throughout lowa. 

Frank J. Havlicek is producing 
the film from a script by Glen Low. 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 
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to announce our 28th 
film exchange, in 
Houston, Texas 





In line with our policy of having film exchanges in key cities 
of the United States, and because of the healthy growth of 
our business we have just opened our 28th 16mm film ex- 
change in Houston 2, Texas.* 


This is important to film sponsor and audience alike . . . 
our sponsors now enjoy closer contact with this vital section 
of America ... our audiences there will find that free films 
from Modern are more convenient than ever before. 


: *at 2610 Fannin Street Phone ATwood 2244 MODERN TALKING PICTURE SERVICE, INC. 


NEW YORK: 45 Rockefeller Plaza * JUdson 6-3830 


Think of Modern first ila CHICAGO: 140 East Ontario Street e DElaware 7-3252 
PHILADELPHIA: 243 South Broad Street e Kingsley 5-2500 


when you think of sponsored film LOS ANGELES: 612 South Flower Street e MAdison 9-212] 


i 






Atlanta 3, Ga Cleveland 14, O Konsas City 6, Mo Oakland 9, Calif 
di ib ti A di d / Boston 16, Mass Dollos 1, Tex, Los Angeles 7, Calif Omaha 2, Neb 
istribution.... Audiences do! Buffalo 2,N.¥. Denver 9, Cole Memphis 7, Tenn Philadelphia 7, Po 
Cedar Rapids, la Detroit 1, Mich Milwaukee 3, Wis Pittsburgh 22, Pa 
Charlotte, N. C Harrisburg, Pa Mi apo 2, Mir St. lo Mm 
Chicago 11, It Houston 2, Tex New Orleans 12, la Seattle 5, Wash 
Cincinnati 2, O ndianapolis 4, Ind New York 20, N.Y Washington 5, D. € 
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FOR TV on MOTION PICTURES... 


Abco Cid Timing a 


OF LIP SYNCHRONOUS SOUND ON TAPE 


With built-in patented Syncroll 


Drive and Pic-Sync Attachment the ye 
Fairchild model 126 Professional Tape a 
Recorder provides a standard of eel 
performance, convenience and real cash 


savings otherwise impossible to achieve. Recording all sound 


takes on Pic-Sync tape gives you virtually “live” 
quality for dubbing to film. With this unbeatable combination 
you can also provide a low cost safety on tape... make 
synchronous sound tracks for existing film...save film 
cost in Kinescope recording for TV...have immediate playback. 


Fairchild Model 126 Professional 
Tape Recorder (below) with pat 

ented Syncroll Drive and Pic- 
Sync Attachment (right) installed 
within console. 


only the 


AIRCHILD 
magnotte tape 


recorder offers all these 


EXCHISIVE FEATURES 


¢ Syncroll Drive insures exactly synchro- 
nous tape speed, Kives accurate program 
timing, on-pitch reproduction. ¢ Pic-Syne 
Attachment (optional) corrects for tape 
stretch, shrinkage, provides absolute lip 
synchronous timing. ¢ Automatic Framing 
Control (with Pic-Sync) brings recorder 
into frame with projector or other equip 
ment, regardless of difference in starting 
times. © Oversize Capstan with 180° tape 
wrap eliminates slippage. ¢ Highest Sig- 
nal-To-Noise Ratio assures minimum dis 
tortion in recording and dubbing 
:»-#eme of professional a l 
FAIRCHILD CONTROL TRACK GENERATOR ity... Synchronous 3-s.0a 
permits pic-synch recording using any Transcription Table at 
14 KC Tape Recorder. Only $200.00 Purret-Head Arm, § se 


a Six-Posi- 
Write for illustrated folder. Pre-amuinizeh: Cartridges 
re-amplifier, ete. 


Literature and prices on request 


JRIRGHILD fcnnetwe: 


Eighth Ave., Whitestone, N. Y 





buyers of films, equipment and — buyer’s guide 
related services find Business supplier in these pages. 





YOUR MOST DEPENDABLE BUYER’S GUIDE 
* Business and government Screen their most dependable 
. select your 








| Osteopathic Association Releases 
| Two Color Films on Doctors 


* The shortage of doctors and the 
significance of the degree D.O. are 
explained in two color motion pic- 
tures recently completed for the 
American Osteopathic Association 
and previewed at the association’s 
57th annual convention held in 
Chicago last month. 

For a Better Tomorrow is a 
22-minute film dealing with the 
shortage of physicians in this 
country. It traces the major rea- 
sons for the doctor shortage and 
points to the inadequate number of 
students in training as the principle 
cause. Emphasis is laid on the 
fact that the education of the phy- 


sician is the longest, costliest and 
| most complex educational program 
| in America. 


Physician and Surgeon D.O. ex- 
plains the significance of the de- 
gree while outlining the training 
and qualifications of osteopathic 
physicians. Designed primarily for 
vocational guidance showings in 
schools and service clubs, the 17- 
minute film follows the career of a 
young doctor beginning with his 
pre-professional schooling and con- 
tinuing through four years of pro- 
fessional education and his post- 
graduate internship. 

Both films were directed by 
Theodore F. Lindgren, assistant di- 
rector of the Osteopathic Progress 
Fund and formerly director of mo- 
tion pictures for the Illinois Insti- 
tute of Techonlogy. Lewis F. Chap- 
man, director of the Osteopathic 
Foundation, wrote the scripts. 
Cinematography was supervised by 
Robert J. Yuskaitis and Eagle 
Laboratories, Chicago, handled the 
production, 

Information about the availabil- 


ity of the films may be obtained 
from the American Osteopathic As- 
sociation, Division of Public and 
Professional Welfare, Chicago. 

* ” 7 
New Colonial Williamsburg Film 
Is Made from Historical Stills 
*® Decision at Williamsburg, \atest 
release of the restored colonial cap- 
ital city, is a film story of the Amer- 
ican Revolution made from histor- 
ical paintings and drawings. 

Previewed last month on the anni- 
versary of the official proclamation 
of the Declaration of Independence, 
the film will be used primarily in 
Armed Forces information and edu- 
cation programs. It was produced 
on request of the Defense Depart- 
ment for some means of utilizing as 
training material a slide program on 
American history shown regularly 
to visitors at the Colonial Williams- 
burg Reception Center. Prints will 
be available for rental from Colonial 
Williamsburg. 

Color transparencies of 250 revo- 
lutionary paintings, drawings and 
other still photographs were used in 
the unusual filming technique. They 
were photographed on motion pic- 
ture film with camera methods and 
devices said to give an illusion of 
movement. 

The 20-minute historical docu- 
mentary covers the 16-year period 
from the Stamp Act to the surrender 
of Cornwallis dramatizing the causes 
and events of the Revolution. The 
story links the citizen-soldier of 
revolutionary times to the citizen- 
soldier of today, focusing on the 
people of Williamsburg. 

Paintings located after a nation- 
wide search portray such events as 
the signing of the Declaration of 
Independence, the sufferings at Val- 
ley Forge and Washington’s victory 
at Yorktown. 





Expert Factory Repairs 
Lenses mounted — “T” stopped — 
calibrated and tested. 


WE SELL 
WE RENT © WE SERVICE 


the film and TV needs 
of the universe. 





A complete line of 35mm 
and 16mm Comeras, Moviolas, 
Dollies and accessories. 
MITCHELL © BELL & HOWELL * MAURER * AURICON 


Lighting & Editing equipment. Processing 
Machines. Whatever your needs—you name 
it—we have it. 


FRANK C. ZUCKER 


( AmeRA CQuipment ©. 


1600 BRORDWAY NEW YORK CITY 


BUSINESS SCREEN MAGAZINE 



















portrait 
of a man 


singin” the blues 

















Why? 

Another exasperating delay in the completion 

of his film — And it’s knocked his budget into a cocked hat. 

This boy’s way off key. He’s wasting valuable time and money 

running here, there and everywhere for his film developing . . . 

/ music . . . narration . . . editing . . . titling . . . and so forth. 
HE MAKES TEN STOPS WHEN HE NEED ONLY MAKE ONE! 

TELEFILM can show this fellow how to change his tune. Just 

R one stop at TELEFILM assures harmonious production. 
No more worries about divided responsibility and 

extra time and money waste. 

TELEFILM’S rapid, economical efficiency — and top quality 

craftsmanship — is sweet music to film producers 

. everywhere. 


) at oe 


STUDIOS — LABORATORIES — SOUND STAGE at one address 


One or all available for your needs — inquiries invited 


cost estimates promptly returned 


6039 Hollywood Boulevard, Hollywood 28, California 


Phone HOllywood 97205 
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AMERICA’S PRODUCTIVE 


genius is rapidly turning a 


g 
large part of our business econ- 
omy into a buyer's market era 





this fall and into the new year. 
If the predictions of a majority of the nation’s 
financial writers and economists hold true. furi- 
ous competition is in the making with the “tough- 
est competitive battle in 13 years” looming on 
the selling horizon. 

For example, Sylvia Porter, syndicated finan- 
cial columnist for the Post-Hall Syndicate, is tell- 
ing consumers “sales managers are preparing 
record sized advertising and promotion cam- 
paigns to snare as large a percentage of your 
dollar as you'll permit.” 

There is some, but comparatively little, rela- 
tion in all this to the Korean truce situation. 
Truth is that our capacity to produce, particu- 
larly in the hard lines such as automobiles, elec- 
trical appliances, and household equipment, is 
simply staggering and inventories have been 
growing as a direct result. 

Properly managed and with a return to the 
old-fashioned competitive ingenuity which made 
this country great and strong in past decades, we 
are simply returning to a normal state of affairs. 
Continued defense production and an alert Ad- 
ministration will forestall any real hazard to the 
economy but selling is back and it’s here to stay 

short of another all-out war. 


Now Here’s a Challenge to Films 

Producers of business films will certainly take 
this economic forecast to heart. At a time when 
the film medium can deliver more mass impres- 
sions at lower cost than ever before, through a 
combination of theatre. television and l6mm 
showings of all kinds to consumers, the demon- 
stration film will be weleomed——if cleverly turned 
out with good ideas. 

Much more immediate——all kinds of visualiza- 
tions are urgently needed for dealer and trade 
showings backing up these hot sales campaigns. 
That’s why all kinds of new sight/sound tech- 
niques such as those described on pages 40 to 43 
inclusive of this current issue can be invaluable. 
Lots of picture and good sound can step up the 
tempo of a sales session: new techniques get 
attention and hold it until the complete story is 
presented and understood. The quality of the 
message never varies when it’s filmed and taped. 

Not enough capital has been made of film 
showings at the retail sales level. In the pages of 
Business SCREEN this fall, particular attention 
will be given to visual displays on counters and 
sales floors, to the use of continuous film and 
slide projectors for product demonstration. The 
country’s larger department stores have always 
heen keenly interested in the consumer promotion 
value of product films. Their willingness to use 
tie-in advertising. heralding a film preview of 
interest to customers. is an asset which sponsors 
should capitalize to their competitive advantage. 

Speed Will Be a New Ingredient 

It's a safe prediction that campaigns will have 
to be adapted to meet quick-changing situations. 
The U.S. Rubber sales meeting job described in 
this issue (page 22) met a field sales need in 
less than three weeks of production time. The 
sponsor doesn't expect a l6mm version of “Gone 


With the Wind” in that kind of time but he can 


use the re-enactment of a perfect product demon- 
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BUSINESS SCREEN 


M A G A 


Z I N E 


Films in a Competitive Economy 


A HARD-HITTING ERA OF STIFF 


stration, a visualization of good selling vs. poor 
technique, an inspiring review of consumer bene- 
fits told with sincerity and clarity. 

The much-hated television commercial has 
taught us some lessons in speed. A top profes- 
sional film studio knows what to do with these 
situations and has both the manpower and the 
facilities to adapt to the times. That time of need 
has already arrived. 


This Month’s Cover 
* Around the 16mm film reel which 
frames eight typical scenes from cur- 


rent sponsored films we present the 


kind of film fare which sponsors are 


now presenting to the largest audi- 
ence ever available. These films are 
selling products, ideas and sponsor 


reputation to millions of viewers. 


Labor Relations Need Cultivation 

The competitive selling period has not lessened 
the need for constant and friendly employe com- 
munications. In fact, organized labor appears to 
be girding for greater recognition and is oppos- 
ing such things as business management in the 
new administration. 

The internal struggles for leadership within 
the AF of L and the CIO is again reflected in a 


“DESIGN FOR SELLING” a new Johnson & Johnson 
film for drug retailer education is typical of use- 
ful new competitive selling aids. Scene belou 
shows a badly organized store interior. 


SALES COMPETITION IS) PREDICTED 
BUSINESS FILMS AND NEW VISUAL TECHNIQUES WILL BE 


IMPORTANT 


strongly defensive drive for member loyalty. 
Maintaining a strong protective sense among its 
members appears to be a cardinal principle of 
union leadership. Management’s voice must be 
heard in frank and friendly counsel. The realiza 
tion that temporary dislocations in’ production 
which result in short layoffs tend to prepare 
fertile ground for a socialized economy cannot 
he forgotten. Above all, good economic planning 
for a permanent prosperity depends on group in 
formation and group planning in which films 
can play an important part. 


Finally, Conservation of Resources 


A close race, competitively speaking. may be 
won by the margin of productive efliciency. 
Fewer losses through plant accidents are assured 
through continued safety education programs. 
Better production through alert, well-trained per 
sonnel might spell the real difference between red 
ink and black in the year’s profit and loss state- 
ment. 

These are the kinds of tasks for which decades 
of experience have fitted both sponsors and pro 
ducers of all kinds of business films. A’ single 
common denominator of all problems simply 
boils down to real understanding of sales prin 
ciples and methods, of wise economic manage 
ment, of safer working conditions and their bene 
fits to the worker, of the needs of the nation as 
well as the individual. 

Great films, like great books, come of great 
need, The medium which the late Richard Grant 
once described as “the greatest tool for putting 
ideas into men’s heads that ever came into sell- 
ing” will not be counted short in the competitive 
American economy which lies ahead. iy 


Mopern Store Design helps the retailer move 
goods and stay healthy economically speaking. 
The “before and after” technique can be carried 


info many lines o} mere handising. 
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CONTROL CNTR. 


Civit. Derense Direcror receives bad news from 


volunteer workers during « ontrol center sequence 


in “Communications” film. 


Sponsor: The Bell Telephone Companies 
Tithe: Communications for ¢ ivil Defense, 32-17 
min (two versions), b/w, produced by Owen 
Murphy Productions, Ine. 
*® If the awful day should come, and the bomb 
should go off over one of our big cities, suppos- 
ing it hits the big telephone central office.. Does 
our communications system completely collapse? 
The average citizen hasn't thought too much 
about this, perhaps has envisioned a few walkie- 
talkies scattered in the stricken city as the only 
method of communication left. But Civil Defense 
authorities and the telephone industry have given 
a great deal of thought and effort to the develop- 
ment of a communications system that will work 
under the duress of disaster. In conjunction with 
CD officials, the telephone companies have done 
much to prepare for any eventualities, 


Phone Communications Are Adequate 


The conclusion, today, is that telephone com- 
munications are adequate—they are universally 
available, flexible, and, most important, may be 


7 8 


Civil Defense 
Workers On 
Watkins - Air 
Raid Warn- 
Animated 


ing in 
Streets 


REHEARSAL 
ZONE 
PROBLEMS 


Animation 


& Action 


Bell System Prepares for Disaster Needs 


PRE-TEST 


expected to function during and after an emer- 
gency. 

To explain how the telephone system would 
operate in time of disaster, the Bell System com- 
panies have sponsored a film called Communica- 
tions for Civil Defense. It is being circulated by 
the Associated Bell Companies throughout the 
U. S. and Canada. It demonstrates forcefully 
that the Telephone Industry can fully provide 
for the communications requirements of Civil 
It runs for 32 or for 17 
minutes in a shorter version for theatres and 


Defense. minutes, 
television, and contains a fast moving sequence 
covering the Air Defense warning arrangements, 
Civil Defense contro] center operations and a 
realistic depiction of the situation in a commu- 
nity before and after a bombing. 


Strands Break-—But the Web Functions 


The film, through animation, envisions the 
telephone system of a community as being much 
like a spider web. Despite holes that may be 
punched through it, it still functions and each 
remaining part is interconnected. The story in- 
cludes an effective appeal for Civil Defense vol- 
unteers. 
to local 
CD authorities and to volunteer groups of the Air 
Defense Command. Although the Telephone com- 
panies have not actually promoted this film ex- 
tensively, so authoritative are its presentations 
that 700 prints (thus far) are in service, and it 


The film has been “made available” 


BELOW: SCENE-BY-SCENE CHART OF AN 


AUDIENCE TEST ON DEFENSE FILM 


i2, 13 14 #18) 46 «17° «18 «19° 20° 2r 


ti+ 
++ 
++ 


PLANES SPOTTED 
INTERCEPTORS 
SCRAMBLED 
WARNING 
BROADCAST & 
CIVIL DEFENSE 
WORKERS ASSEMB 
EXPLOSION & TAXI 
TELEPHONE & 


GROUP DISCUSSES CIVIL DEFENSE 


AIR RAID SCENES 


RESCUE SCENES 


22) 23 24 25 


“COMMUNICATIONS FOR CIVIL DEFENSE” BEFORE PUBLIC RELEASE 


has been adopted as “the word” on CD Com- 
munication by hundreds of official groups in the 
U. S. and Canada. 


Test Show Public’s Misconception 


Communications for Civil Defense, like many 
other Bell System films, was tested by Schwerin 
Research Corp. before final versions were re- 
leased for general showings. In first versions, it 
was discovered that although average citizens 
might appreciate what the telephone companies 
were doing about CD, there was a slight feeling 
that this was being done at the expense of normal 
service. Changes in the film straightened out this 
misconception by pointing out that there are now 
twice as many telephones in service as before 
the war and the companies are expanding serv- 
ice and facilities as never before in their his- 
tories. 

The final version, on Schwerin testings, rated 
for general interest at a level comparable with 
good ratings for TV programs which Schwerin 
also tests extensively. As for the public rela- 
tions job it is expected to do, audiences were 
tested who had seen the film and compared with 
control groups composed of similar people who 
had not. 

Majority of Audience Reacts Favorably 

It was found that 29% more of the audience 
who saw the film thought the telephone com- 
panies were doing a “great deal” to prepare for 
Civil Defense. 36% more thought the telephone 
“quite well” or “very well” prepared 
for CD. 10% more thought the telephone was 
“quite” or “very” important to CD. Ty 
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HETHER YOUR FILM BUDGET was 

$2.000 or $200,000, a good new motion 

picture or sound slidefilm presentation 
should be properly introduced to the folks you 
want it to meet! 

Roll out the red carpet of promotional ideas 
for the film. 
ceived a greater dividend from the promotional 
background achieved through ownership of a 
well-received film property than they expected 
from the film itself. 
measure the miles of merited publicity clippings. 
count the tie-in window displays, total the audi- 
ence requests for tie-in literature and in many 


Actually, many sponsors have re- 


In other words, you can 


other ways add up an impressive score. 


Open Up With a Good Preview 

Although planning of promotion actually be- 
gins weeks before the rough-cut version first hits 
the screen, the campaign really begins with your 
first preview. Do it right! Do it professionally. 
with top showmanship in every respect. 

That means the best room possible, if it’s a 
public showing. It also means well-trained pro- 
fessional. projection service and a carefully re- 
hearsed schedule before the show goes on. Do 
it as a “Premiere” with tickets, a printed pro- 
gram and an interesting bill of fare. Keep the 
introductory remarks short. If it’s a press show- 
ing. hospitality and a smooth performance will 
help win the headlines a good picture deserves. 


Use a Variety of Printed Media 
The creation of your film is most apt to gen- 
erate a score of new promotional angles—from 
the script itself to the many story conferences 
Match up 


appropriate printed 


and distribution planning § sessions. 
these opportunities with 
media. 

Some of these ideas, suggested by recent film 
successes, are the “story of the picture” illus- 
trated hand-out booklets: clever little reminders 
based on a key line or situation in the film: an 
audience comment card (which may reveal some 
hidden weaknesses you'd like to know about) 
and a follow-up “glad you were with us” letter to 
be sent to a mailing list prepared from the guest 
list at the showing. 

If dealers are going to handle your prize film 
package, give them the entire campaign in a 
complete promotional packet, keyed to re-orders 
of specific literature. Since you’re dealing with 
a pictorial medium, use pictures lavishly and well. 


Then Comes the Press Publicity 

Literally reams of newspaper and magazine 
publicity have come to sponsors as the result of 
“public interest” film showings. Each of these 
showings in a local community calls for a “will 
he shown” and “after the showing” release in 
every town and community on your booking 
schedule. 

The invaluable “advance booking notice” sup- 
plied by leading 16mm sponsored film distrib- 
utors is your cue for press release activity. In 
this function you are performing a real service 
for the local editor and the group itself since the 
local program chairman is likely to forget this 
chore. 

Radio and television publicity, especially in 
such departments as women’s programs, home- 
maker’s hours, public service programs is also 
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PROMOTING 
the Business Film 


YOUR NEW 
PROPERTY 


PICTURE IS VALUABLE 
INTRODUCE IT RIGHT 


worth cultivating. A short release, timed to sta- 
tion needs and interests, will be appreciated and 
gain additional prestige. If it’s the kind of film 
a t.v. station can use on sustaining time, you've 
picked up additional audiences as a dividend! 

One more good idea for your film publicity 
campaign is to supply mats of selected scenes 
with all releases going to local newspapers and 
community weeklies. It’s an even better idea to 
select those scenes where the action is sharp and 
clear; editors and their readers won't be inter- 
ested in technical material such as machine oper- 
ations, etc. Be sure the action is well-centered 
and it’s preferable to show people rather than 
products. 

Supply your local dealers who handle showing 
promotion with ad mats featuring the film. Smart 
layouts carrying selected scenes and the original 
title art plus good copy will be highly useful in 
case he’s able to put aside some of his budget for 
local ads. 

And don’t overlook your own company house 
organ. 
kick-off the company preview or remind the home 


A good pictorial feature story will help 


folks of the picture they’ve seen. 


Management Looks to the Mailbag 

One sure-fire popularity poll which a success- 
ful publicity and promotion campaign can gen- 
erate is a heavy mailbag due to your efforts. Not 
only letters and cards from appreciative program 
chairmen but requests for company literature can 
he stimulated by proper handling of the film. 

Since these audience “returns” also provide 
many useful “leads” for local sales representa- 
tives and dealer personnel, don’t overlook their 
importance nor the value of keeping adequate 
records. 

All of this totals up to a big job. But it’s your 
job, your film and your company. In the hard- 
selling competitive era just ahead, every little 
factor counts where sales and public relations or 
better community relations are involved. i 


THe New York Lirk Insurance Company utilized an attractive four-color brochure telling the story 
of the film “From Every Mountainside” produced by Wilding Picture Productions, Ine. 
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ARMOUR FILMS received a good window display 
which included the sponsor's products in the 
Indianapolis office of Modern Talking Picture 
Service, film distributors. 


Lower “Book Rates” of Postage 


Now Applied to lomm Films 


*® Films now carry the “book rate” of postage 
with two important categories of charge: 

(1) l6mm films and 16mm film catalogs on!) 
shipped by any person, organization or company 
except commercial theatres, going anywhere in 
the United States, ship at 8e for the first pound 
and for each additional pound or fraction there- 
of, le. 

(2) A still lower rate of de for the Ist pound 
and only le for each additional pound or fraction 
thereof is applied when L6mm films, filmstrips, 
projected transparencies and slides, microfilms, 
sound recordings and catalogs of these materials 
are sent to or from the following only: schools, 
colleges, universities, public libraries and_re- 
ligious, educational, scientific, philanthropic, 
agricultural, labor, veterans, and fraternal organ- 
izations or associations. These organizations or 
associations must (a) not be organized for profit 
and (b) not have any of their net income inure 
to the benefit or any private stockholder or indi- 
vidual. Zone limitations also apply. i 















A general session group assembles for one o} the 


many programs during the NAVA convention. 


National Audio-Visual Convention Attracts 2,800 


KIGHTH ANNUAL 


SHOW 


NHE FIGHTH annual conven- 
tion of the National Audio 


Visual Association concluded 

a six-day stand at Chicago’s Hotel 
Sherman on August 5, playing to an 
estimated 2,900 persons who at 
tended its largest trade show in his- 
tory as well as the meetings of vari 
ous audio-visual organizations. 
Other participating groups included 
the Industrial Audio-Visual Associa- 
tion, the Educational Film Library 
Film 
America and the recently-formed 
Catholic Audio-Visual Association. 
More than 110 exhibitors of 
audio-visual equipment, accessories 
and films participated in the Trade 
Show. 


new wide-screen, 


Association the Council of 


Special demonstrations of 
3-D, television and 
stereophonic sound techniques were 
an added feature of the exhibitions. 


Business Film Users Meet 


Highlight of the convention pro- 
ceedings for business and industrial 
Industrial 


guests was the annual 


Audio-Visual 
and invitational luncheon held on 
Tuesday, l. Leo Beebe. bord 
Motor Company, and president of 
IAVA 


Guest 


Association meeting 


August 
presided at the luncheon. 
speakers honored by the 
group were Conger Reynolds, Di 
rector of Public Relations of the 
Standard Oil Company of Indiana, 
and William Maxwell, Assistant Di 
rector of Consumer Relations, In- 
ternational Harvester Company. 
Calling the l6mm film a_ time 
tested medium of communication 
for his company since its first use 
Reynolds 
tremendous increase in 
cited Stand- 


several decades ago, Mr. 
noted the 
audience interest. He 
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GROWTH OF 


FIELD: INDUSTRIAL 


ard’s most recent film, Midwest Holi- 
day as an example of the sizeable 
dividends which a sponsor may now 
expect from his film investment. 
Midwest Holiday has already been 
shown more than 689 times in the 
three recent months following its 
release. 

The new International Harvester 
documentary film on the British 
Columbia Kitimat project Man With 
a Thousand Hands was introduced 


by Mr. Maxwell. Other 


production experiences and sales re- 


Harvester 


turns attributed to its institutional 
film program were cited in his brief 
introductory remarks. The speakers 
were presented by O. H. Coelln. Jr.. 
publisher of BUSINESS SCREEN. who 


assisted the meeting program chair- 


TRADE SHOW AND DEALER MEETINGS AT CHICAGO 


FILM USERS PARTICIPATE 


men, William Cox, Santa Fe Railway. 
and John Powers, Illinois Bell Tele 
phone Co. 
IAVA members also participated 
in an annual panel get-together with 
dealer members of the NAVA. Co- 
chairmen of this panel forum were 
Francis Didier of Delta Visual Serv- 
ice, Inc. and Mr. Beebe. Herschel 
Keldman of Radiant Screen Co. was 
Dean Blo- 
myer of the Caterpillar Tractor Co.. 
Tom Hope of General Mills and 
W. J. Connelly of the Bakelite Co. 
were other industry members, repre- 
senting LAVA. 

Postal Rate Reduction Cited 

Use of educational motion  pic- 


the recording secretary. 


tures in schools and churches across 
the nation will increase tremendous- 


CONVENTION Honors 30-YEAR VETERAN (1 to r below) Ellsworth Dent, vice- 
president of Coronet Instructional Films and a 30-year veteran of the audio- 


visual industry prepares fo cuta cake observing his service anniversary. 
Retiring NAVA president Jasper Ewing, president-elect Carroll Hadden and 
exveculive vu e-president Don White look on. 


ly thanks to recent passage of Fed- 
eral legislation that extends present 
book rates to 16mm films, said Irv- 
ing Boerlin of Pennslyvania State 
College speaking before a general 
session of the convention. It is esti- 
mated that the new postal benefits 
will save schools 4'% million dollars 
each year. 

Mr. Boerlin and W. H. Durr of 
the Virginia State Department of 
Public Instruction headed up a com- 
mittee that helped secure passage 
of the new postal legislation. Also 


James W. 


Archives, 


CumMincs of National 
Washington, D. C. 
featured convention speaker. 


was a 


actively aiding this program for 
NAVA was Ken Lilley of Harris- 
burg. Pa. 


Speaker Warns of Fire Hazard 

Urging film users to “clean up 
their attics” James W. Cummings, 
assistant director of the Audio- 
Visual Records Branch of the Na- 
tional Archives, Washington, D. C.. 
warned of possible fire hazards from 
old film negatives and prints which 
may be stored. 

Vaults should be checked for the 
presence of any inflammable nitrate 
base stock. The speaker used a dem- 
onstration film which dramatically 
illustrated the fires and explosions 
which occurred under various test 
conditions of incorrect film storage. 
It was pointed out that all modern 
printing of films is done on a safety 
base and that hazards were chiefly 
attributed to older historical mate- 
rial and to some films made as late 
as the World War II when safety 
stock was occasionally in short sup 
ply due to wartime needs. 


Elect Hadden NAVA President 

During the formal meetings of 
members of the National Audio- 
Visual Association, Carroll M. Had- 
den of Louisville, Ky. was named 
president, succeeding Jasper Ewing. 
New Orleans, La., retiring chief 
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executive. Mr. Hadden is president 
of Hadden Films, Inc. 

The other new officers include 
Jack E. Lewis of Lawrence Camera 
Shop, Wichita, Kansas, first vice- 
president; Alan B. Twyman of Twy- 
man Films, Inc., Dayton, Ohio, sec- 
ond vice-president; Ainslie R. Davis 
of Davis Audio-Visual Company. 
Denver, Colo., secretary; and Fran- 
cis Didier of Delta Audio-Visual 
Service, New Orleans, La., treasurer. 
Lewis M. Lash of Engleman Visual 
Education Service, Detroit, Mich.. 
and W. G. Kirtley of D. T. Davis 
Co., Louisville, Ky. were named 
directors-at-large. 


National Institute of Selling 

New officers of a special National 
\udio-Visual Association annual af- 
fair, the National Institute for 
Audio-Visual Selling were also 
named at the close of the organiza- 
tion’s annual convention. 

Chairman of the board for the 
1954 Institute is R. W. Schmader, 
sales manager of the Projector Divi- 
sion, American Optical Company. 
J. Ken Lilley of J. P. Lilley & Son, 
Harrisburg, Pa. was elected vice- 
chairman. Anne Vath of L. C. Vath 
Company, Sharpsville, Pa. is the 
new secretary. Other members of 


110 INTEREST-PackepD Exutpits lined the Sherman's Grand Ballroom. 





cent National Audio-Visual Convention held July 30-Aug. 5. 


the Institute’s board include Joseph 
Meidt of Cousino Visual Education 
Service, Toledo, Ohio: John Flory 
of the Eastman Kodak Co., Roches- 
ter, N. Y.; and Harold Fischer of 


Compco Corporation, Chicago. 


Latest in Equipment Shown 


The highlight of the convention 
program was certainly the extensive 
and interest-packed Trade Show, 
featuring more than 110 exhibits of 


DEALER AND INDUSTRY representatives (below) discuss “New Uses for Audio- 


Visual Materials in Industry” 


in a NAVA panel session, Co-chairman 


Francis Didier is at the rostrum; seated at his right is 1[AV A’s president Leo 
Beebe of Ford Motor Company, the other chairman. 





RerininG NAVA Preswwent Jasper Ewing with other members of NAV A's 
Board of Directors at a concluding session of the organization’s eighth and 











largest convention at Chicago’s Hotel Sherman, 
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the latest in audio-visual projection 
equipment, screens and accessories 
as well as the newest films and other 
audio-visual materials. 

l6mm motion picture projector 
manufacturers showed late models, 
featuring lighter weights and new 
techniques, such as magnetic record- 
ing heads, anamorphic lenses and 
3-D setups. Slide and slidefilm pro- 
jection, including sound  slidefilm, 
was well represented with new 


Seal all] 


Pa ate 


Exhibition Hall and Mezzanine during the re- 


streamlined models, cooler and more 
brilliant in sereen illumination. 
Services such as sound-striping 
and accessory equipment were also 
in the limelight as were the nation’s 
leading screen manufacturers with 
new fabrics, including those for 
wide-screen and 3-D use. The Trade 
Show was, in fact, good enough and 
complete enough to attract another 
5,000 or more buyers from industry 
and education. La 


PostaL Rate BeNeFITs were cited to convention delegates as Irving Boerlin, 


Pennsylvania State 


College (at rostrum) told of successful passage. NAVA 


president Carroll Hadden is at the speaker's left. In the immediate fore- 
ground is ken Lilley, who also aided in campaign. 





STaTe Aupio-VisuaL Orricers held their association meeting during the 


convention period, Some 20 states, 


the U. S. Office of Education and the 
Vational Education Association were represented, 
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New Dimensions: 


« AN EDITORIAL VIEWPOINT «+ 


HE RECREATION OF REALITY, as 
only the motion picture can 
avomplish that end by synthetic 
means, {8 a never-ending pursuit. 
Edison, Lumiere and Freise- 
Greene, among others, brought us 
moving pictures, DeForest and 
others brought sound to further 
and expand the horizon of screen 
reality. There is no wonder that 
public enthusiasm for Cinerama 
and some of the 3-D entertainment 
offerings have revived that step 
toward reality and the subsequent 
introduction of wide-screen tech- 
niques, 


The wonder is that the business 
film medium which was the sole 
user of such techniques more than 
a decade ago has allowed them to 
be dormant. The complexities of 
their use was, of course, present 
and remain a stumbling block. 
But only through constant willing- 
ness to experiment and to persuade 
when such a new method can de- 
liver a fresh, strong impact upon 
business film audiences can this 
' medium expect to make continued 
progress and prosper. 


These new media — wide-screen 
and 3-D-—have no bearing upon 
the major aspect of business-spon- 
sored films intended for the tre- 
mendous public audience now 
available to them. There are no 
television stations equipped for 
anything but standard 16mm sound 
films. There are no clubs, organi- 
zations and schools, etc, among 
the half million owners of 16mm 
sound projectors who can now 
show these new techniques. That 
tremendous part of this medium 
of greatest interest to sponsors is 
not involved. 


But convention and other trade 
showings in next year’s highly 
competitive selling era will bene- 
fit by carefully controlled use of 
any practical techniques which 
ean excite and hold the interest 
of their audiences. 


These four pages of equipment 
developments merit your study. 


Yere’s how a recent Canadian Pacific film scene might look on the new wide-screen. 


WIDE-SCREEN MOTION PICTURES 


Bell & Howell Demonstrates 16mm "“CinemaScope" Lens With Stereophonic Sound 


*® The first wide screen system with 
stereophoni« sound for 16mm films 
has been developed and was dem- 
onstrated by Bell & Howell Company 
on July 31 at the National Audio- 
Visual Association Convention at 
the Sherman Hotel. A special dem- 
onstration for the press was held 
July 30. 

The Bell & Howell system has 
heen patterned after 20th Century- 
Fox's CinemaScope. Demonstration 
scenes from The Robe and other 
Cinemascope films reduced to lomm 
were shown. Also demonstrated 
were a number of original scenes 
photographed with the new unit. 

\ single anamorphic or “squeeze” 
lens attachment is used for both 
shooting and projecting. 

Phe projected picture is of normal 
brilliance and fills a curved screen 
2.5 times as wide as it is high. This 
expanse covers more nearly the nor- 
mal field of vision of the human eye. 
The peripheral, or side, as well as 
the “straight ahead” vision of the 
viewer is brought into play and a 
strong sense of depth and participa- 
tion in the scene is created without 
the use of sper ial glasses. 

The illusion is heightened by 
three-dimensional or stereophonic 
sound, which emanates from the 
part of the screen where the action 
takes place. 

The Bell & Howell l6mm system 
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is expected to be most useful in 
making sales and industrial films, 
some of which are already in 
production, There is also an imme- 
diate need for the system in foreign 
movie houses, many of which show 
l6omm theatrical films only. Ad- 
vanced amateurs, domestic and 
overseas theatres of the armed 
forces, schools, churches and other 
institutions will also be sizeable cus- 
tomers, C. H. Perey. president of 
Bell & Howell, predicted. 

He also said: “CinemaScope is a 
magnificent new medium. It’s bound 
to breathe new life into the 35mm 
motion picture industry and should 
also open entirely new vistas in the 
l6mm field. Since Albert Howell's 
inventions made 35mm film the in- 
dustry standard 45 years ago, there 


B&H lens 
is shown 
mounted 
on Vodel 
202 Sound 


Projector 


has not been a more significant step 
forward, except perhaps for sound 
and color.” 

To produce three-dimensional or 
stereophonic sound, a modified ver- 
sion of the company’s magnetic re- 
cording projector (the Filmosound 
202) is used to record the magnetic 
sound tracks as well as to project 
the film. Two different sound tracks 
are recorded side by side on a single 
stripe of magnetic material perma- 
nently bonded to the film edge. The 
sound is then played back through 
two separate amplifier-speaker sys- 
tems located at opposite ends of the 
screen and along the sides of the 
auditorium. 

At the demonstration the film was 
projected on a curved Radiant 
screen & feet high by 20 feet wide. 
A new type of fabric was used to 
provide uniform brilliance from all 
viewing angles. It will show both 
three-dimensional and wide screen 
pictures. 

The new Bell & Howell system 
will not obsolete existing motion 
picture equipment. 


a. 


PROJECTION 


LENS 


WIDE SCREEN 
ATTACHMENT 
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FILM 


DIAGRAM of WIDE 
SCREEN PROJECTION 
ELEMENTS 
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IN PICTURES AND SOUND 
FOR CONTROLLED AUDIENCE | 


HE Sponsorep FILM medium 

embraced _ three-dimensional 
principles during the New York 
World’s Fair, nearly 15 years ago, 
when the Chrysler Exhibit demon- 
strated its popularity to waiting 
throngs. Today, the search for the 
“maximum” in reality has been re- 
sumed as sponsors and producers 
note the public interest shown in 
new dimensional techniques of pic- 
ture and sound for the entertain- 
ment cinema. They are improving 
on them month by month. 

\ leading experimenter who has 
brought a high degree of practi- 
cality to stereo motion pictures is, 
Raphael G. Wolff, out of whose 
Hollywood studios has come a new 
and highly-portable 16mm camera 
setup — plus picture-sense — to 
match the fine pictorial quality 
shown in current sponsored films. 
Recent Wolff short subjects in 
stereo and color have included un- 
usual location sequences, realistic 
3-D color animation, and glamorous 
product displays. 


RCA Announces Arc Equipment 

for 16mm 3-D Business Films 

* Portable 16mm are projection 
equipment designed to use three- 
dimensional motion pictures for 
business and industry has been an- 
nounced by the Engineering Prod- 
ucts Department, RCA Victor Drvt- 
sion, Rapio CORPORATION OF AMER- 
ICA, 

This new equipment is said to 
bring for the first time to non-the- 
atrical users the special advantages 
of three-dimensiona! films with the 
same impact and realism of depth 
and color of Hollywood produc- 


INTERLOCKED ARCS provide the top- 

quality light and precise mechani- 
| cal control necessary to a perfect 
3D film presentation in color. 
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* The long-range success of 3-D in 
sponsored films depends on_ its 
“premiere” use among controlled 
audiences where the problem of 
precise interlocked projection can 
be safely met. The 3-D opportunity 
is there for dealer meetings, con- 
ventions and trade shows where 
projection control can match the 
precise handling now possible in 
the studio and on location. 

And this 3-D “first-run” program 
can be duplicated in standard “flat” 
projection to take advantage of any 
or all of an estimated half-million 
l6mm sound projectors. In 3-D 
and color, such a subject might be 
designed, further, to play stereo- 
equipped theatres of which there 
are some 3,000 to date. 

Stereo on the screen and with 
stereophonic sound are an exciting 
idea. They may, to many sponsors, 
be well worth their problems and 
their cost since the end result is 
now reaching a point of greater as- 
surance through the creative and 
technical efforts of producers. 


tions. Documentary and industrial 
films in 3-D are expected to provide 
American industry with an unparal- 
leled but highly specialized medium. 

The Raphael G. Wolff Studios of 
Hollywood, a leading documentary 
and industrial film producer and a 
proponent of stereo-projection tech- 
niques for industry, has cooperated 
with RCA in providing a new 3-D 
experimental production to demon- 
strate with the new equipment. 

The equipment reproduces stand- 
ard sound tracks, both photegraphic 
and magnetic, and may be easily 
adapted for binaural or stereophonic 
sound if desired. 

The system consists of two RCA 
l6mm portable are projectors with 
selsyn interlocked motors. The are 
lighting is said to provide two to 
four times the illumination of the 
next best light source. High light 
intensity is a fundamental require- 
ment for 3-D projection since the 
polarizing filters absorb consider- 
able light. 

Sound amplifiers are provided 
with the new RCA equipment, but it 
may also be connected to almost any 
type of existing stage or auditorium 
loudspeaker equipment. 

The new 3-D equipment, or more 
information, is available from the 
RCA Engineering Products Depart- 
ment. Camden, N. J. L 
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16MM STEREO AT WORK: 
PRINCIPLES AND POTENTIAL 
e A PICTORIAL REPORT e¢ 
* Unusual portability is a key fac- 
tor in the new l6mm Stereo-Cine 
camera equipment developed and 
perfected by Raphael G. Wolff and 
shown at right as a stereo engineer 


lines up a 3-D shot on location. 
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Producer and New 3-D Cameras 


* Taking full advantage of port- 
ability, Ray Wolff (left, fore- 
ground) directs camera crew in 
a recent color sequence filmed on 
location at Marineland, Florida 
and soon to be seen on the nation’s 
theatrical screens in a 3-D short 
subject release. 

The same footage could also be 
released as a standard 16mm sound 
motion picture for projection on 
that type of wide-available equip- 
ment but has added impact when 
shown on interlocked projectors. 


























The 16mm Stereo-Cine Camera 
* Culmination of seven years of ex- 
perimentation and at a cost of $50,- 
000 is this first controlled 16mm 
stereo camera developed by Wolff 
Studios. Close-up view at right 
shows specially ground reflecting 
prisms and taking lenses. 

With this highly portable 16mm 
equipment, effects out of reach of 
most 35mm studio 3-D equipment 
are obtainable and at lower cost 
than bulky, cumbersome 35mm 
units. used by major studios. 

























“Presence” Means True-to-Life 
* The sense of “presence” or feel- 
ing of actuality which members of 
the 3-D audience achieve when 
viewing these films under good 
conditions is an important advan- 
tage in merchandising. 

The obviously exciting device of 
bringing products and packages 
out of the screen also gives them 
new meaning and importance, es- 
pecially useful in dealer meetings 
and at trade show and convention 
programs where projection may 
also be carefully controlled, 





























Greater Retention Through 3-D 
* The sense of reality can bring 
about greater retention of objects 
and methods presented in three-di- 
mensional sequences. Here a stu- 
dio artist is preparing 3-D artwork 
for a recent stereo film presenta- 
tion which included startling ani- 
mation sequences in color. Le 



















DD Lens Attachment on an An pro 


Single-System 3D Motion Picture 
Attachment Demonstrated in Color 
* A demonstration of medical and 
outdoor motion pictures in 3-dimen- 
sion but requiring only a_ single 
camera and one projec tor for repro- 
duction has evoked interest in Chi- 
cago and New York circles. 

The 3-D method is based on a lens 
and filter attachment developed and 
patented by Hollywood engineer 
Friend Baker. The attachments, for 
both camera and projector, impose 
two images vertically within a single 
lomm frame. In projection, the at 
tachment delivers a wide but shal- 
low screen image. 

The stereo effect was apparently 
sharp and distinct, however, and 
it has been indicated that the tech- 
nique can be handled on a fairly 
large sereen surface providing sufh- 
cient projection light is available. 

Some light deterioration due to 
the Polaroid filter was evident (this 
device also uses Polaroid viewing 
A distinct advantage, 
however, is the simplicity of 3-D 


spectar les). 


control when the attachment is 
mounted on standard l6mm soutid 
There is also little of 


the limitation of stereo field noted 


projectors, 
in other single-system equipment, 
such as those using parallel lenses 
with fixed dimensions. 

Vanguard Studios of Hollywood 
are showing the demonstration films 
to medical and pharmaceutical 
groups. The Baker-Worth people 
who hold the patents which cover 
this 3-D method have not indicated 
any immediate sale of the attach- 
ment to other producers. Vd 
Mechanical 3-D Coupling Is 
Shown on 16mm DeVry Projectors 
® The DeVry Corporation, ¢ hicago, 
has developed a mechanical coupling 
arrangement by which DeVry L6mm 
sound projectors, ine luding the JAN 
equipment, can be interlocked for 
S-dimensional motion picture show 
ings. 

Said to be dependable and prec ise 
for the essential close tolerance ol 
}-D) motion picture presentation, the 
DeVry equipment can be adapted to 


existing models. 


COLUMBIA'S NEW STEREO SPEAKER 


*® CoL_umBtIA Recorps, INC... which 
introduced the revolutionary hat- 
hox-size “360” high-fidelity phono- 
graph early this vear, has brought 
out a new speaker attachment, 
which, connected to the twin speak- 
ers of the “360,” produc es an extra- 
ordinarily life-like three-dimensional 
-ound effect. 

The new speaker, called the “XD.” 
will sell for $24.95. It is connected 
to the “360” with a 30 foot exten- 
sion cord so that the units can be 
placed in opposite corners of a room. 
When the jack at the end of the ex- 
tension wire is plugged into the back 
of the “360,” certain circuit changes 
are automatically made to divide 
the spectrum of sound between both 
units, 

Bass and lower-middle frequen- 
cies originate in the “360.” while 
upper-middle and high frequencies 
radiate from the “XD” speaker. The 
sound produced by the twin-speaker 
“360” is broadened and magnified 
with the addition of the “XD” unit. 
In effect, the music seems to come 
from every direction in a room, 
giving the listener the impression of 
a new depth of sound. 

Three-dimensional sound repro- 
duction has been the most sensa- 
tional new recording development 
of the past year. The principle is 
similar to 3-D movies. Just as each 
eye sees a separate image. each ear 
hears a separate pattern of sounds. 
In the mind of the viewer or listener 
these two separate impressions com- 
bine to produce a single image ot 
sound with a life-like sense of depth 
or perspec tive. 

Just as a conventional film is 
made with a single camera, conven- 
tional recordings are made by fun- 
neling the sound into a single wire 
or channel, although several micro- 


phones may he used, 


In 3-D films. two separate images 
are photographed by two separate 
cameras, corresponding to the left 
and right eyes. The corresponding 
sound system, called binaural. uses 
two microphones, each making a 
separate recording for each ear. Just 
as polaroid glasses are needed for 
viewing the two separate images as 
one picture, headphones are neces- 
sary for listening to the binaural 
recordings. Special records are also 
required, with double tracks or sets 
of grooves, as well as new equip- 
ment with double needles, ampli- 
fiers and speakers. 

Since headphones are impractical 
for general listening. an alternative 
system is used which substitutes 
separate loudspeaker for each ear- 
piece. The effect, although agree- 
able, is no longer truly binaural, 
since each ear will now hear both 
records at the same time. thus re- 
ducing the sense of sound depth or 
perspective. 

There is a second multi-channel 
system using three or more micro- 
phones to make a number of sep- 
arate which then play 
through spaced-out loudspeakers to 


records 


recreate the effect of two-eared lis- 
tening. Known as 
sound, this system is feasible for 


stere¢ phonic 


motion picture theatres but imprac- 
tical for 
speakers have to be set at consider- 


living rooms since the 


able distances from each other in 
order to produce the sense of per- 
spective. 

Columbia’s “XD” system is an 
effective compromise which does not 
obsolete existing records. By sepa- 
rating the frequency spectrum be- 
tween two units and broadening the 
source of sound, the “360” and 
“XD” approximate the life-like ef- 
fects of two-eared binaural record- 
ing as heard through loudspeakers 
instead of headphones. Vd 


Triad Stereo Slide Projec tor 


Practical Three-Dimension Slide 
Presentation on Triad Projector 
* For product displays, room de- 
signs and arrangement (such as in 
the case of store, restaurant or insti- 
tutional equipment) and dealer pro- 
grams, the Compco Corporation, 
Chicago, is offering the new Triap, 
5-dimensional slide projector de- 
signed by Dr. Harold R. Lutes. 

The Triad utilizes 2 x 2 stereo 
color slides. These are projected on 
500-watt equipment with an excel- 
lent optical system and a new light 
polarization setup. 

Simplified one-knob lens control 
combines both vertical and horizon- 
tal adjustment of lenses for 3-D 


compensating. 
“e 


M 


Mid-South Producer Offering 

Both 3-D and Wide Screen Films 
° Following many months of lab- 
oratory work and completion of a 
new professional 3-D camera setup. 
Sam Orleans and Associates, Knox- 
ville, Tenn., is offering dimensional 
motion picture services. 

{ new method of coupling pro- 
jectors has been met by a simple 
mechanical device which “simplifies 
the operation of 3-D projection so 
that anyone who can read an in- 
struction book can set them up and 
run with perfect synchronization.” 
according to this producer. Tye 








MULTIPLE VU-GRAPH WIDE-SCREEN SHOW GIVES DRAMATIC EFFECT 


* The multiple 
projection Vu-Graph 


rear- 


presentation shown 
‘left and right) was 
staged on the roof of 
Chicago’s Merchandise 
Mart on June 30. Allen. 
Gordon, Schroeppel & 
Redlich 


color transparencies on 


Studios used 


the huge 9 x 30-foot 
screen. showing busts 
honoring distinguished 


merchants of America. 
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DUBLIC ENTHUSIASM for Cine- 


rama and the subsequent wave 
of 5-D and wide-screen development 
fed by a tv-conscious Hollywood has 
been tempered by complexities of 
both production and projection. But 
for the advertiser and merchandise1 
or agency seeking a dynamic and 


expressive means of color-visual 


presentation, we give you’ Pan- 
Screen. 

Basically a still-picture presenta- 
tion with semi-stereophonic sound 
reproduction, Pan-Screen was un- 
veiled on a 30-foot span of highly- 
portable screens during the recent 


NAVA Convention in Chicago. In 


piss. = ah 


Turee | ,000-watt DuKane-SV E pro- 





with the “Syncro- 


wink” picture change attachments 


jectors new 


this special demonstration program. 


convention guests saw a new me- 
dium, already advanced beyond its 
infancy, but possessing real possi- 
bilities for impact and holding its 
audience spell-bound as colorful 
scenes of a pineapple promotion 
show spread across full width of 
screen area or set up convincing 
point-by-point illustrations on the 
Sound fol- 


pictures with startling 


individual screen units. 
lowed the 
realism. 
But the rest of the 
is equally 


Pan-Screen 
kor 


through the ingenuity and engineer- 


story important. 


ing skill of projector and tape re- 
(DuKane}. 


slidefilm projectors were unveiled 


corder manufacturer 
with the new “Synchrowink” pic- 
ture change, which moved the scenes 
faster than the eye could detect. 
DuKane the St. 


Charles, Ill. equipment firm, also un- 


Corporation, 


veiled its new “Stereomatic” tape 
recorder-reproducer with automatic 
circuits for controlling the projec- 
tors matched to individual speakers 
for directional sound. 

Pan-Screen is important because 
its technical the 


equipment and 
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30-foot span of a Pan-Screen presentation showing a wide-screen color subject. 


PAN-SCREEN HAS VISUAL POWER 


Wide-Screen Medium Shows Color Still Projection With Directional Sound 


Here's the 


Three 1,000-watt DuKane-SVE 
(Industrialist) slidefilm projectors, 


eal. Any of the ex- 
perienced business film producers 


has the skill to build an equally 


three seven and one-half by ten-foot 
Fast-Fold 


Commercial Picture Equipment Co. } 


equipment package 
screens (developed by 


tape reproducer, matched speakers 





are accessible and fairly economi and the screen units make up the (CONTINUED ON PAGE 5O) 
a | pa ns ve as 4 Pan-Screen 
r Projection 
74 | | 
} 
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SYNCHRO-SWITCH BOX FOR 
MANUAL OR AUTOMATIC CONTROL 
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The natural curiosity of a youngster like this symbolizes Vonsanto’s film theme. 


Monsanto Previews “Decision for Chemistry” 


CHEMICAL COMPANY UNVEILS ONE 


Sponsor: Monsanto Chemical Company. 
Title: Decision for Chemistry, 50 min. b/w 
produced by MPO Productions. Distributed 
by Modern Talking Picture Service on re 
lease in fall of shorter versions. 
% Decision for Chemistry, a new film just re 
weased by Monsanto Chemical Company, is ex- 
pee ted to be one of the outstanding documentary 
films on an industrial subject for some years to 
come. It is thorough (50 minutes in the full 
version); it represents a long range plan of the 
company that has been under consideration for 
several years; and it was provided a strong 
enough production budget (over $100,000) to 
insure that in every cinematic detail, it is right 


PREVIEW AUDIENCES lined St. Louis’ Grand Avenue as almost 8,000 employes 
and friends of the company attended the premiere. 


YEAR’S BEST INSTITUTIONAL FILMS 


Sidney Meyers, who directed the prize-winning 
film, The Quiet One, several years ago, was the 
director; Burton J. Rowles provided the excellent 
script; Michael Nebbia and Larry Madison the 
photography; and Alex North the original mu- 
sical score. MPO Productions produced the film. 


Created for W ide Audience Appeal 


Decision . . . *s primarily an institutional film 
with plant communities and the public as the 
number one long-range audience; with employees 
as the secondary yet very important (and first- 
to-be contacted) audience: and with schools as 
the third audience. As such, this film makes no 
attempt to show the entire Monsanto landscape. 


does not provide a “camera tour” of all the 
plants, is not an “inventory-type” picture. Instead 
it is a broad story of the contribution of the 
chemical industry to mankind; and its theme of 
“boys and freight trains” involves the curiosity 
of youth, and the freedom of expression and 
exploration as provided by the chemical industry. 


Commentary Does Not Mention Firm 

Monsanto’s film was expressly designed to have 
as “low-pressure” an approach as possible, in 
fact, the company is not named even once in the 
commentary. Dan J. Forrestal, Asst. Director of 
Advertising and Public Relations, who super- 
vised the film project, explained this recently: 

“There is a growing suspicion about the true 
value of films which constantly shout ‘Ajax is a 
wonderful company; without it, there’d be no 
increased standard of living, no Brooklyn Bridge. 
no wheat in Kansas, no Niagara Falls.’ In fact, 
there is a suspicion that captive audiences, im- 
prisoned in darkened rooms, do not necessarily 
buy such self-endorsement on the part of sponsors 
Via motion pictures. 

“In this film, we have decided to tell part 


COMPANY SECRETARIES acted as greeters and ush- 
erettes at premiere. Designer William Lang cre- 
ated stoles of sheer batiste with a trademark “M” 
pattern as their “uniforms.” 

and obviously only a small part of the real 
Monsanto story on the screen. We do not add, 
on the sound track, ‘now isn’t this all just 

- 


peachy?’ Instead, we are, by design, doing a 


low-pressure and. hopefully. more believable job; 


Tue 3,800 seat St. Louis (Mo.) Theatre was well filled for June 22 premiere 


for main office employees and families. 
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“Decision for Chemistry” is a glimpse into the face of American youth. 


lt examines youth's curiosity, eagerness for learning and exploration 


and shows yesterday's curious youngster as today’s searching scientist. 


we are showing the truth on the screen, and not 
voicing the sentiment ‘isn’t Monsanto wonderful?’ 
“We would far prefer to have other people 
left with that im- 
pression. In other words, we'd rather have them 
say it, than to say it, blatantly, ourselves. We 
are not being altruistic, not simply being ‘nice 
guys’ in doing a film of this sort. To the con- 
trary, we have confidence that the ‘low-sell’ qual- 
ity will develop to be a harder-hitting, more 
effective communications medium for Monsanto 
than the often commercial-laden sponsored 
movie.” 


people in our audiences 


A Real Mission to Accomplish 
It has also been pointed out that the company 
exercised admirable restraint in avoiding such 
clichés as “Chemistry is Magic!” There are no 





N. Y. Previewers (1 to r) were Irwin A. Vlad- 


imir, ad exec.; John H. Briell, v.p. Reader’s 
Digest, Intl.; Brax Pollard and Julio Usera of 
Monsanto; and H. A. Damato, district manager 
of American Exporter Publications. 


scenes that say “Presto-Chango, Hokus-Pokus 
here comes the miracle fibre!” 

Decision . . . is a glimpse into the face of 
American youth, and it examines, briefly, the 
curiosity of youth — the eagerness for learning. 
for exploration, for investigation. It hints that 
yesterday’s curious youngsters are today’s search- 
ing scientists; and that many of today’s young- 
sters, awaiting the day when they'll receive an 
outlet for their energies and investigations, will 
be the scientists of tomorrow. This is the simple 
story pattern — looking at yesterday to see today, 
looking at today to see tomorrow. 


Black and White Deemed Preferable 

Decision for Chemistry was shot on black and 
white film. Not because the company is against 
color films per se (Monsanto has several color 
films and is making more), but because it was 
felt that it would be a better picture in black and 
white. Better in that black and white often suc- 
ceeds in establishing a definite mood or theme, as 
was desired in Decision . . . , more effectively 
than color. 

Before this film was set into production (with 
some 19 producers making a pitch for the job). 
Monsanto compiled a check list of 38 factors to 
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he considered as the general objectives of the 
motion picture, as determined by advance plan- 
ning and thinking of the management personnel 
concerned. 


A Good Model for Film Planners 


Here are some of them: Interest value; pre- 
cautions against a film which would become 
rapidly obsolete; assurance the final product 
would be of sufficient interest for the public, for 
employees, for stockholders, for recruitment and 
other purposes in schools; a complete enough 
story to give audiences a balanced enough view- 
point of Monsanto, attempting to avoid too little 
of the company’s operations, and thereby be in- 
sufficient, attempting also to avoid showing too 
much, and thereby be too broad and superficial ; 
a good, accurate yet not too gabby a script; good 
photography, editing, sound effects, music; a 
broad enough interest to assure some use on tele- 
vision, ete. 

That these objectives have been reached is indi- 
cated by the overwhelming response given the 
film thus far by Monsanto employees, civie ofh- 
cials in plant cities and the general press —~ in- 
cluding a tribute from the New York Times. 


Modern Handling National Booking- 

It is anticipated that Decision for Chemistry 
will be seen by millions of people — through the 
company’s own auspices at branches and plants 
and through the facilities of Modern Talking 
Picture Service. Audiences will be Monsanto 
plant and office communities, civic and service 
club functions, schools and colleges, and a myriad 
of other typical American meetings. ‘Three ver- 
of 50, 35 and 12 
minute lengths. Monsanto hopes the film will 
serve to cast one more ray of light on the role of 
chemistry in this “chemical century.” i 


sions have been prepared 


MONSANTO PRESS PREVIEWERS 





Howarp Marpie, Monsanto’s ad and pr 
chief (left) greets Jim Crowe, American 
Chemical Society editor and Margaret In 
gersoll of Vogue Magazine. 




















FLORIDA LOCATION setup above shows (1 to r) 
producer Paul Alley, cameraman Cliff Poland 
and editor Ann Blazier at Ross Allen's Reptile 
Institute. (Story below) 


Film on Florida’s Silver Springs 
Karns Dividends Through Cooperation 
Sponsor: Florida’s Silver Springs. 

Title: A Day at Florida’s Silver Springs, Shrine 
of the Water Gods, 22 min. color, produced 
by Paul Alley Productions. 


*® If an advertising manager walked in to his 
hoss and said he was planning to donate half the 
space on 400 twenty-four sheet billboards to 
publicize his competitors, most employers would 
hit the ceiling, fire the ad man, or both. 

Peter Schaal, advertising director for Florida’s 
Silver Springs, did just that and not only boosted 
business for the famous central Florida tourist 
attraction but won four advertising awards for 
Messrs. Ray, Davidson & Ray, operators of Silver 
Springs, for what is now known as “Operation 
Bread-Upon-The-Waters.” 

Schaal credits much of his success in luring a 
million people to Silver Springs in 1952 to the 
cooperation given him in return by competing 
Florida attractions. 

Schaal’s latest advertising exploitation is a 
22-minute color motion picture in which trans- 
portation lines serving Florida are also being 
given a “free ride.” 

Eastern Airlines, Seaboard Railroad, Atlantic 
Coast Line and Greyhound are participating in 
distributing the film free of charge. Films for 
each company carry a separate opening sequence 
depicting a family arriving at Silver Springs by 
plane, train or bus. End trailers show each indi- 
vidual carrier departing from the Springs, with 
no other advertising than a picture of the carrier. 

The story features a Boy Scout and Girl Scout 
as they visit the colorful jungle country, see Semi 
nole Indians, ride in the glass-bottom and photo- 
sub boats and view the fascinating panorama of 
underwater life, including an underwater ballet, 
a la Esther Williams. 

Actually, cameraman Clifford Poland came 
directly from a new MGM Esther Williams Tech- 
nicolor feature to handle the Silver Springs 
photography and caught scenes that are almost 
three-dimensional in quality. 

Silver Springs will be released in the fall to 
l6mm audiences all over the country and a 
shorter black and white version is being prepared 
for television. Paul Alley, formerly with NBC 
TV, wrote the script and supervised produc- 
tion of this super-scenic short. i) 





“King’s X” Tells the Credit Union Story 


CREDIT UNION NATIONAL ASSOCIATION SPONSORS PICTURE STORY 


Sponsor: Credit Union National Association 


litle: King’s X, 294% min, b/w. 


Produc ed by 


Jerry Fairbanks Productions 


*® Through the centuries. human needs and th 
problems of family finance being what they are 
one of the average man’s most constant problems 
is personal debt. Sickness. a short lay-off. un 
exper ted household emergencies of all kinds can 
easily put the otherwise solvent wage-earner in 
financial hot water for the installment collector 
and the landlord are as inevitable as death and 
taxes. 

In medieval times. the debtor's prison awaited 
the luckless citizen: the preying loan-shark is the 
modern equivalent. Until the advent of needed 
small loan legislation, the man without capital or 
security was a hapless victim for the hoodlum 
lender. 

Another major source of consumer credit came 
to America some 50 years ago when the first 
credit union was formed in Canada and then in 
the United States 
picture, Aing’s X, is the story of that movement 


This new 29!4-minute motion 


its historical antecedents and the ways in which 
it serves the fortunate millions who are eligible 
for membership in plant, office and rural groups 


where these cooperative credit societies are 


Dewror’s Auction in 1700 was the plight of the 
luckless whose life insurance was thus acquired 
hy the highest bidder. 


Norm Rowerts is the “average guy” whose tem- 
porary financial Stress might have had an un 
happy ending but for the credit union. 


formed. Jerry Fairbanks Productions produced 
the Aing’s X for the Credit Union National Asso- 
ciation headquarters’ organization in Madison, 
Wisconsin. which aids and informs some thou- 
sands of member groups. Casting is excellent. 
Leo S. Rosenerans’ screen story is a dramati« 
but very human tale of one man’s need and of 
the warm and friendly spirit of personal aid 
which he receives from the credit union in his 
plant. An opening sequence, laid in London of 
1665, shows the capture of a hapless debtor by 
soldiers and their discomfiture when another 
victim is saved by the painting of the king’s “\” 
on his front door. Those who had done service 
for the monarch were protected by his mark. 
“Average man” Norman Roberts’ house car- 
ries no “king's X.”” When he finds himself behind 
the financial 8-ball, family friend Barney sense 
the problem and takes Norm to Cliff Halverson. 
official of the company credit union. Norm signs 
up. gets an immediate loan to meet his urgent 
needs and, more important, gets a fresh start up 
the ladder of solvency in his family affairs. 
Showings of King’s X will be held nationwide. 
particularly among factory and rural groups 
where membership potentials exist. Distribution 
arrangements are being made by the Credit 


Union National Association, Madison, Wis. 


\ Fortunate Few escaped debtor's gaol u hen 
their houses carried the magic symbol of the 
“King’s X” on the front door. 


Uncie Barney (played by Guinn Williams, cen- 
ter) introduces Norm (Hugh Beaumont) to com- 
pany’s credit union and salvation, 


Kelvinator’s “Just Like Magic” 


Has Plenty of Consumer Appeal 


Sponsor: Kely inator Div ision of Nash Kelvinator 
Corporation. 


Title: Just Like Magic. 15 min. color. produced 


by Raphael G. Wolff Studios. 


® Just Like Magic will sell you a new electric 
stove if you don’t watch out. This reviewer 
always feels helpless after seeing a picture like 
this because he either has to go out and buy his 
wife a new electric stove, Kelvinator of course. 
or feel apologetic because she is having to put up 
with an old gas stove, or even last year’s Kel- 
vinator. 

Narrated by “Electricity Speaking.” the film 
opens with industrial shots showing some of the 
many industrial applications of electricity, and 
then focuses on a home. There it points out the 
many fields in which electricity serves to lighten 
the housewife’s load with refrigerator. food 
freezer, coffee maker. washing machine. water 
heater, clothes drier, vacuum cleaner. etc. Finally 
it settles down to business and what an electric 
stove can do for her. 

This housewife is Elyse Knox—-and don’t we 
all wish we had one around the house. “Elec- 
tricity” shows her 10 reasons why electric cook- 
ing is good, and if the Gas Institute isn’t looking 
we'll list them here: It is fast. clean, safe. cool. 
certain, healthful, economical. automatic. con- 
venient, and modern. 

The points were well made, and we went home 
and kicked our old wood burning kitchen stove 
just to show what we thought of it. 

Just Like Magic will be distributed by the 
Kelvinator sales organization. After seeing it 
themselves Kelvinator dealers and their salesmen 
will show it to consumer groups. lad 


* * 


Business Groups and State Department 
Use “Story of Main Street Merchant” 


* The J. C. Penney Company’s dramatic story 
about one of its store managers, Story of a Main 
Street Merchant, has found enthusiastic audiences 
among groups that were originally never con- 
templated for it. 

The 45-minute picture, produced principally 
for employee showings as part of Penney’s 
Golden Jubilee celebration last vear by John 
Sutherland Productions, has not only been one 
of the most popular films distributed by Associa- 
tion Films to schools, churches and civic groups 
during the past year, but has been widely sought 
by hospitals, prisons, armed forces installations 
and business firms. Some of the companies that 
have shown the Penney film to their own em- 
ployees are International Shoe Company, Inter- 
national Harvester, Socony-Vacuum, Kellogg Co.. 
Kraft Foods, | ° S. Ste el. Hood Rubber i? 
Bendix Home Appliances, Armour & Co., Boeing 
Aircraft, and even one W. T. Grant store! 

In addition, the film has been distributed 
abroad by the State Department, and has been 
requested and played so far by 49 television 
stations and broadcast over the NBC-TV net- 
work by special request. VQ 
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The Index of Sponsored Films 


An exclusive and continuing feature of Business SCREEN is the 
publication at regular intervals (semi-annually) of this con- 
venient sponsor and title index to motion picture and slidefilm 
programs reviewed in these pages. 


The listings below cover the first half of 1953, including the 


last issue of 1952. All issues referred to are in the current 





Volume Fourteen, excepting No. 8 which refers to the concluding 


number of Volume Thirteen, 1952. 
listed have been reviewed in detailed “Case Histories.” 


SPONSOR 


Admiral Corp 

The Advertising Council 
Aetna Casualty & Surety Co 
Air Reduction Sales Co. 


Allegheny Ludlum Steel Corp. 
Allen Mfg. Co 

American Fire Ins, Group 
American Airlines 

Amer. Bottlers Carb. Beverages 


American Can Co 
American Cancer Society 


Amer. Economic Foundation 
Amer. Kennel Club 

Amer. Plant Feod Council 

Amer. Tel. & Tel. Co. 

The Amer. Waterways Operators 
Armour & Co, 

Ashaway Line & Twine Mig. Co. 


Atlas Powder Co 
Austenal Labs 


Baltimore & Ohio R.R. 

Boston Combined Jewish Appeal 
Briggs Mig. Co 

Budd ( 0. 


alif. Prune & Apricot Growers 
anadian Paint Industry 
annon Elec, Co, 
aterpillar Tractor Co, 
entennial of Engineering 
hambersburg Engineering Corp. 
hampion Spark Plug Co, 
The Christophers 
Chrysler Corp. 
Clark Equipment Co, 
Continental Can Co. 
Corsets & Underwear Review 
Crane Co, 
Cummins Engine Co. 
Cutler-Hammer Co. 


Dartnell Corp. 
Diamond State Telephone Co. 
Dravo Corp. 


Eastern Airlines 

El Paso Natl. Gas Co. 
Encyclopaedia Brittanica Films 
Esso Standard Oil Co 


Fafnir Bearing Co. 
Federal Civil Defense Admin 
Ford Motor Lo 

Ford Motor Co. 

Fotovex, Ine. 

Fram Corp. 

Geneml Electric Co 

General Electric Co 

General Mills 

General Motors Corp. 


Greater Boston Chamber of Com. 
The Greater New York Fund 
Greater New York Fund 


Hanley Co. 


The Hawaiian Sugar Planters Assn 


Milton Hershey School 


International Business Machines 
{ orp. 

International Products, Ltd. 

International Harvester Co. 

International Harvester Co 

Intertype Corp. 


Johnson & Johnson 


PICTURES 


3D Sales Film 

See You at the Polls 
Good Housekeeping 
Burning Blades 

Tool of Many l Ses 

The Shining Heart 
Hold fh vervthing 

Peace ol Vind 

The Rig Vacation 

Magic Flavor Pick up 
Kitchen Magic with Soft Drinks 
The Miracle of the Can 
Lung Cancer 

Oral ( ancer 

Backfire 

221 

Making the Most of a Miracle 
Visible Speech 

The Master Element 
Drive-in Shorts 

Hewitt on the Neversink 
Knight on the Broadhead 
The Inside Story 
Microcast 


Close Call for Jimmy 

4 Single Voice 

Designs for Better Living 
Clear Iron 


Good Wrinkles 

Liquid Beauty 

Contact 

DW 20 Tra tor 

Adam to Atom 

The Hammer Builders 
Racing Champions 
Faith, Hope & Hogan 
Starring in Style 

Safety Saves 

The Story of Packaging 
Fitting Facts that Make Sales 
The Very Idea 

Diesel Race Car 

Stacker 


Closing the Sale 
The Delaware Story 
Portrait of an Enterprise 


Flying With Arthur Godfrey 
Nitchi Tikoni 
The Importance of Selling 


Management Deve lopment 


in Attitude & Aptitude 
Emergency Action to Save Lives 
Ope ration Door step 

The fine rican Road 

Skifully Yours 

Selling the Sizzle 

Vacationland America 


{ Is for Atom 

Lightning Masters 

Report to Stoc kholders 
Home at the Wheel 
Motorama 

Tourist Film 

A Thought for Your Pennies 
Who's a Rabbit? 


When Better Bricks Are Made 


The Hawaiian Story 
Living Heritage for Boys 


Electric Typing Time 

A Family Affair 

Inside Harvester, U.S.A. 

Man With a Thousand Hands 
A New Era in Printing 
Design for Selling 


A majority of the films 


Page 
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SPONSOR 


Kaiser Aluminum & Chemical Co. 


Kiekhafer Corp. 


Lederle Labs 


Lukens Steel Co 

Magic Chef, Inc. 
Martin-Senour Paint Co. 
Matson Navigation Co. 
McCulloch Motors Corp. 
McGraw-Hill Book Co. 


Merchandiser Film Prods. 
Midwest Rubber Reclaiming Co. 


Minneapolis-Moline Power Imple 


ment Co, 


Mitchell Mfg. Co. 
Monsanto Chemical Co 
Monsanto Chemical Co. 


Nash Motors 


Nat. Assn. Auto. Mut. Ins. Co’s. 
Natl. Auto. Transporters Assn. 
National Bureau of Standards 

National Carbon Co, 


Nat. Conf, of Christians & Jews 
Natl. Consumer Finance Assn 
National Cotton Council 

Nat. Electric Products Corp. 
Natl. Restaurant Assn, 
National Safety Council 


New Jersey Highway Authority 
City of New York 

City College of New York 

N.Y., Chicago & St. Louis R.R. 
New York Telephone Co. 

Ohio Bell Telephone Co. 

Oil Industry Information Comm. 
Overbrook School for the Blind 


Pacific Electric Railway 
Pacitic Intermountain Express 
Pan American World Airways 


Pennsylvania Railroad 
Pfeiffer Brewing Co. 
Phelps Dodge Corp. 

City of Philadelphia 

Piper Aircraft Corp. 
Government of Puerto Rico 
Pure Oil Co. 


RCA-Victor 

Reichold Chemicals, Ine. 
Roy Rogers Enterprises 
Rums of Puerto Rico 
Rust-Oleum Corp. 


Santa Fe Railway 
Sikorsky Aircraft 
Socony-Vacuum Oil Co. 


Southern Pine Assn. 
Southern Railway System 
E. R. Squibb & Sons 
Standard Brands, Inc. 
Standard Oil Co. of Indiana 
Stanford Research Inst. 
Studebaker Corp, 


Texas Co. 

Titan Metal Mfg. Co. 

TV Guide 

Twentieth Century Fund 
Univ. of Wisconsin 

Union Pacific R.R. 

United Auto Workers—CIO 
U.S. Air Force 

U. Ss. Post Office Dept. 

U.S. Steel Corp. 

U.S. Steel Export Corp. 
Wabash Railroad 

Western Auto Supply, Inc. 
Western Pine Assn. 

Western & Southern Life Ins. Co. 
Whirlpool Corp. 

The Women’s League for Israel 
Y.M.C.A, 


PICTURES 


Take a Look at Tomorrow 
Keys to Adventure 
Water Wilderness 


Formula for Profit 
Operation Health 

Rabies Can Be Controlled 
Equip jor Ne w Profits 


The New Magic Chef 
Color Comes of Age 
Letters from Hawaii 
Standing By 

Healthful Living Series 
Salesmanship Series 
Opportunity 
Reclaimed Rubber 


Bird Nesting Time 

Birds of the Prairie 
Waterfowl in Spring 
Health and Your Wealth 
Decision for Chemistry 
Garden Wise 


Nash Rambler—1953 

Out of the North 

Truck Safety Series 
Haulaways West 

Mixing Silicate Cement 
By Way of Experience 
Meeting the Challenge 
Chuck Hansen—One Guy 
Packaged Training Aids 
One Third of Your Life 
Octupus in the House 
America Eats Out 

4 Gray Day for O’Grady 
Safe As You Make It 
Your Garden State Parkway 
The Waters Around Us 
Retailing 

The Nickel Plate Story 
Life Lines of Defense 


Training Film 
American Frontier 
Dark Interlude 


Slide-Tape Program 

Wheels of Progress 

New Horizons 

Stolen Time 

Wings to Italy 

The Breaking Point 

Mr. Weber Discovers America 
Cable Crossing 

The City With Open Arms 
Wings for the Hunter 

A Friend in New York 

Pick a Winner 

You Are the Producer 

Resin & Wood—Permanent Partners 
King of the Cowboys 

A Glassful of History 

The Captain's Idea 


Sports of the Southwest 
firhead 

Loop Film Training Series 

We 

The Sound of America 

The High Cost of Carelessness 
And the Earth Shall Give Back Life 
Meal Time Is Variety Time 
Midwest Holiday 

The City That Disappears 
Beyond a Promise 

Family of Craftsmen 
Studebaker Story 


Buckshot Goes to the Fair 

Brass Means Business 

The Story That Has Never Been Told 
Inflation 


The Milwaukee Way 

Northwest Empire 

You Can Do It 

Small Business and the Air Force 
Pigeon Holes & Progress 

Good Neighbor 

Canada 


Once Upon the Wabash 
Water Wilderness 

The Bounty of the Forest 
Big Enough to Care 
Mother Takes a Holiday 
The High Tower 


My Son’s Dad 
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on better selling, training, demonstration through photography 


Audio-visual methods pay off in many ways... 


Z@ gee ccarrpales from the yiles y Kodak Cuda Visual Dealers 


Film operations for training and evaluation 

“Under normal conditions prevailing in a steel mill—extreme heat, flying 
dust, sharp graphite ...and in hot sun, rain, or freezing cold—our Cine- 
Kodak Special II Camera has performed well. We have used it in many ways 
since it was purchased in 1949—filming old and new operating methods 
to show savings of importance to other districts; how to use safety equip- 
ment; refresher training courses; experimental use of new equipment for 
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study and evaluation; detailed manufacturing steps for educational pur- \ } v7 /. 
poses; proper housekeeping and maintenance methods and so on.”"— : , 
From a large steel mill.* 
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1. Tobacco firm previews films in TV setting 


rf “| ¢ With nine different brands of tobacco products to promote, this 
“3 ot Tl Virginia tobacco firm relies heavily upon TV film commercials, 

Len 25 | | Subject to the approval of the board of directors, previewing is 

\ ‘ a — 1 ¢ done right in the board room. To simulate TV reception, a 16mm. 
= —»—~———  _Kodascope Pageant Sound Projector is mounted in a TV cabinet 


— ‘ built into a wall of the room. Rear screen projection gives the TV 
| \ footage the realism of an actual telecast. Picture and sound quality 
are tops—reports this manufacturer.* 





Pictures help sell bankers 

“A pictorial presentation supplemented by a well-organized 
sales story is the most effective way to present our various serv- 
ices to banking prospects. 

“Kodaslide Table Viewers are particularly helpful in our 
work. In fact, we would not consider putting a salesman on 
the road without one. We looked over a number of visual aids 
before deciding to use your product and have no reason to re- 
gret this decision.”—From a manufacturer of check systems.* 





How TV network checks quality and timing of film programs 
Network TV film programs and commercials involve important money. The 
quality of image and sound, of every subject, must be checked carefully, timing 
must be right to the second. To help with this job, a major TV network purchased 
six Tungsten Model 25 Eastman 16mm. Sound Projectors. One screens Kinescope 
commercials for time and sequence during station breaks. Two more screen all 
prints to be Kinescoped, checking quality of master prints. Two more are used in 
sponsor preview rooms, and the last one screens the complete show. 

These new machines provide theater-quality images and sound through a pow- 
erful optical system and high-fidelity sound amplification. In constant use, they 
give viewers the very best from any 16mm. sound film—reports this TV network.* 





*Name on request 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. @ 


Please send me name of nearest Kodak Audio-Visual Dealer; also complete 
information on the products checked: [) 16mm. motion-picture cameras 

C) 16mm. sound projectors [) miniature still cameras 

C) color slide projectors and table viewers 


NAME — _. POSITION 
COMPANY__ 
STREET__ — _ 


These are but a few examples of 
the ways in which Kodak Audio- 
Visual materials help business and 
industry to make and sell better 
products. For the name of your near- 
est Kodak Audio-Visual Dealer, fill 
out and mail the coupon at right. 
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q“an ADA is a big country, with 
4 big ideas and big thinking men 
to develop them. The. movement 
« ideas into actual growth 
wross the vastness of the land 
the message of Canadian Pattern, 
new three-reel, l6mm color and 
sound motion picture recently re 
leased by Canadian Pacific Railway 
Company through its world-wide 
tralhe offices. 
Produced by Assn iated screen 
News, Lid... Canadian Pattern inter 
weaves the mayor scenic areas of the 
10 provinces with a significant sig 
naling of ¢ anada s economic expan 
sion as facilitated by transportation 


services, 


Coast-to-Coast View 


Canada is not only big but beau 
tiful and Canadian Pattern’s texture 
is of this stuff. The camera eagle. 
scouring over the path of fast, luxuri 
ous trains, visits the Maritime Prov 
inces, Nova Seotia, New Brunswick 
and Prince Edward Island. sean 
nine CoVves, Ine ac hes, ore hards and 
the bright waters where tuna and 
salmon run. Newfoundland old 
colony, new province is sighted 
and then the eye is relishing Que 
bee's glory and power. Paris-proud 
Montreal comes to life in the orb. 

Viewing Ontario, the camera spots 
Ottawa, capital of Canada, its Peace 
lower, its embassies and legations 
Ontario of summer charm and of 
enterprising Toronto is spied, Mani 
toba with its Winnipeg busily trad 
ing grain, its “largest privately 
owned freight yard in the world. 
To Saskatchewan, the camera then 
roving over the rolling farmlands 
and prairies, peeking at minerals 
and furs; to Regina, from whence 
the Royal Mounties reign; to Al 
berta, abundant with oil and cattle; 
to Edmonton sitting at the Alaska 
Yukon crossroads; wild-west Cal 
gary of rodeo fame; then to Banff, 
ringed with mountains and pine; to 
Lake Louise in the massive Rockies 

to the lakes and pools and streams 
watching an endless trail in a north 
ern vacation land. 

Away to British Columbia, facing 
the Orient 
with flower baskets on every lamp 
post, its good bit of England; to 
Thunderbird Park, to the Empress 
Hotel, to Vancouver, big port city, 


Victoria, its capital, 


young and big, where trains and 
planes race to. A big, unabashed 
booster is Canadian Pattern, aimed 
at a big audience and doing quite 
well, according to E. W. Wakefield, 
motion picture and speakers bureau 
supervisor for the sponsor. 


31 Filme in Library 


The Canadian Pacific now has 18 
sound, color and 13° silent, 16mm 


CANADA’S VASTNESS FILLS SCREEN 


VACATION WONDERLAND of Rockies seen in “Canadian Pattern” 


ming pool ol Chateau Lake Louise in foreeround. 


with swim 
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MOTION PICTURES @ SLIDEFILMS @ TV 
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BLSINESS SCREEN 


color films in its trafhe office li- 
braries. These films are loaned to 
service clubs, church groups and 
other organizations on application 
to the traffic offices. Fight of the 
films have special television versions 
and have appeared on stations in 
the United States and Canada. YY 


x” * * 


Pan-Sereen Previewed 
(CONTINUED FROM PAGE 43) 


dynamic program, when this me- 
dium is applicable. 

The pineapple promotion show 
(originated for the Foote, Cone & 
Belding agency by Presentation 
Films) spread out a Hawaiian sea- 
scape in brilliant color for a wide 
screen splash; then the show cut to 
individual screens and moved from 
left to right across each of them. 
delivering points of product identi- 
fication, promotion, display and ad- 
vertising media with precision and 
punch. Sound followed the pictures 
as animation effects, pop-ons and 
additive techniques came into play 
on the screens. Thus, both wide- 
screen and three individual screens 
were used inter-changeably and in 
build-up fashion. 

It is clearly possible to maintain 
a central idea on one screen. for 
example, while developing supple 
mentary themes on the other two 
surfaces. There is no problem of 
viewing angle since the screen fabric 
permits a clear perspective from 
anywhere in the house. 

Pan-Screen production costs are 
fairly nominal; equipment costs may 
be amortized by individual use of 
any of the separate components. 
Portability is certainly a key factor 
since the whole setup packs into an 
automobile trunk and can be carried 
in by a couple of porters. 

Commercial Picture Equipment, 
Inc. of Chicago is making the Pan- 
Screen package available complete 
(excepting production, of course) 
and the setup includes a collapsible 
projector stand and = synchronous 
control box. Automatic control and 
directional sound are optional. 


THESE SIX CASES contain full equip- 
ment for Pan-Screen show. 
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SOUND-ON-FILM CAMERAS 
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a ° 7, ‘ 99 
urivon Super 200 


with new Model ““CM-71A°"" features... 


During picture exposure, your film runs through the New Auricon “Super 1200" Film-Gate with 
the light-sensitive film emulsion accurately positioned on jewel-hard Sapphire surfaces, an 
exclusive Berndt-Bach feature (U.S. Patent No. 2,506,765). This polished Sapphire Film-Gate is 
guaranteed frictionless and wear-proof for in-focus and scratch-free pictures, regardless of how 
much film you run through the camera! 


Built-in Electric Camera Heater with automatic Thermostat-Control, provides reliable cold-weather 
Camera operation. 


Geared Footage & Frame Counter with built-in neon-glow indirect light. 


Two independent Finder systems (in addition to Reflex Ground-Glass Focussing through the 


Camera lens); a brilliant upright-image Studio Finder, plus a ‘“Rifle-Scope” precision-matched 
Telephoto Finder. 


Records “rock-steady” picture and High Fidelity Optical Sound-Track on same film at same time, 
with “whisper-quiet’’ Camera & Sound Mechanism synchronously driven by precision-machined 
Nylon gears. 


400 and 1200 ft. film Magazines available. Up to 33 minutes continuous filming. 
“Super 1200” is self-Blimped for completely quiet studio use. 


Now priced from $4,652.15 complete for sound-on-film; $3,755.65 without sound; choice of 
“C’”’ Mount lenses and Carrying Cases extra. 


Sold with a 30 day money-back Guarantee and One Year Service Guarantee; you must be satisfied. 
Write today for your free Auricon Catalog... 


AURICON-PRO 
$1310.00 


SINCE 1931 CINE-VOKCE 


*"Super 1200- -a ompere photographic instrument. 


= 


Shown here is a cutaway view of the 
“Super 1200” Optical System for Reflex 
Ground-Glass Focussing through 

the Camera lens. Also provided 

are two other finder systems, a 
telephoto-lens ‘‘Rifle-Scope”’ 

Finder synchronized 

with the Camera 

Turret, and a brilliant 

upright-image 

Studio Finder. 


Dove Tail Optical 
Carriage is only 
moving part of 
“Super 1200” Optical 
System. There is no 
camera-weight shift 
on tripod when moving 
from focus to 
film-shooting 
position. 


Super 1200" Camera casing, film gate and shooting 
lenses are solidly precision-mounted with relation 
to each other, and do not shift to focus or shoot 


BERNDT-BACH, INC. 


7387 Beverly Bivd., Los Angeles 36, Calif. 


1 


SUPER 1200 
$4652.15 


PORTABLE POWER UNIT 
$269.50 


TRIPOD 


$325.00 $1149.50 
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Goofy's the target in “Motor Mania” 


Disney Releases ‘Motor Mania” 

to Aid 16mm Safety Campaigns 

* Reducing the tragic toll of death 
and injury reaped annually on our 
streets and highways is one of the 
fine aims of many business and in- 
dustrial film programs. Motion pic- 
tures on traflic safety appear regu- 
larly in plant shows across the 
nation. 

A new title added to the long list 
of outstanding traffic safety films 
available for business and industrial 
use is Walt Disney’s Motor Mania 
seven minutes of a different kind of 
safety appeal. It casts a spotlight of 
penetrating humor on the two basic 
causes of our national safety prob- 
lem—the average motorist and the 
average pedestrian. 

Walt Disney’s “Goofy” plays both 
driver and walker in a rare brand 
of caricature displaying the mirac- 
ulous, appalling change that comes 
over the average individual when he 
gets behind the steering wheel of 
that fine weapon of destruction—the 
modern automobile. The story is 
simple, effective and based on fac- 
tual research provided by police de- 
partments and other safety groups. 

That Disney did the job well is 
reflected in the awards Motor Mania 
has received—-among them are the 
National Safety Council Award and 
the David S. Beyer Trophy. But per- 
haps a better testimonial to the film’s 
value is the regular use 16mm prints 
of it have found. 

The Oakland, California Police 
Department makes Motor Mania a 
required part of its Traffic Violator’s 
School curriculum, and prints are 
in constant use by the Public Infor- 
mation Sections of the Los Angeles 
Police Department and the Cali- 
fornia Highway Patrol. 

To reach the maximum possible 
audience, Disney placed one of his 
largest orders for 16mm prints with 
the Technicolor Motion Picture Cor- 
poration and has arranged for 80 
rental libraries across the country to 
distribute them. 

Being available for a modest ren- 
tal, Motor Mania should find an im- 
portant place in safety campaigns of 
many firms and organizations. 


The Commercial Newsree! 


NOTES ABOUT FILM PROGRAMS OF THE CURRENT PERIOD 


Reid Ray Produces Film Story 
About Air Material Command 

* Production of The Eagles 
Strength, overall story of the Air 
Material Command, was scheduled 
for completion this month at Reid H. 
Ray Film Industries, Inc. 

The 27-minute film, narrated by 
Edward R. Murrow, CBS news 
analyst, shows the supply, mainte- 
nance and logistical support of the 
AMC. Written by Robert West and 
directed by Reid H. Ray, it was 
filmed at air fields across the nation. 

The Eagles Strength will be avail- 
able for non-profit showing, and will 
be a part of the regular indoctrina- 
tion curriculum for AMC employees. 


New Railroad Association Film 
Replaces Two Older Subjects 

* The Association of American 
Railroads’ new 19-minute color film 
225,000-Mile Proving Ground has 
replaced On the Track and Whistle 
in the Night which were withdrawn 
last month. The Princeton Film 
Center, Inc. is handling distribution 
on a free loan basis. 

225,000 Proving Ground tells the 
behind the scenes story of how 
America’s vast railroad network 
keeps up to maximum efficiency 
through continual research, inven- 
tion and investment. 

It describes the Central Research 
Laboratory, spotlights the change- 
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over from steam to diesel power, and 

brings the viewer up to date on 

push-button freight yards, central- 

ized traffic control and other aspects 

of this huge transportation system. 
+ * * 


International Harvester Film 
Demonstrates Cab-Over Trucks 

* Cameramen from Pat Dowling 
Pictures of Los Angeles traveled 
over 20,000 miles from coast to 
coast filming a new International 
Harvester film, Making Room for 
Payloads. \t demonstrates the use 
and service features of its new line 
of cab-over-engine motor trucks. 

Because of the wide variances in 
state legal requirements as to size, 
weight and overall highway length 
of truck and trailer combinations 
truckers’ problems are greatly com- 
plicated. This new film is designed 
to show them how the cab-over mod- 
els help to increase payload space 
within the legal limits. 

Scenes filmed at Emeryville, Cali- 
fornia where the trucks are manu- 
factured show the rapid maintenance 
and service features of swing-back 
fenders and readily removable 
grilles. 

. * a 
“Telegram for America” Reaches 
5 Million for Western Union 
¢ Five million people, said to be the 
largest audience ever to see a tele- 
graph film, have viewed Western 
Union’s Telegram for America in 
the past 10 months. 

So far the film has had more than 
1,000 showings before business, so- 
cial and educational groups, and 
has been broadcast by 60 television 
stations. Prints are in nationwide 
circulation with a number on per- 
manent loan to various film libraries 
and beards of education. 

The 22-minute documentary film 
damatizes the telegraph company’s 
$100 million modernization and 
plant improvement program. This 
program is said to have increased 
the speed and efficiency and doubled 
the message-carrying capacity of the 
telegraph network since 1945. 

Telegram for America shows the 
new highly-mechanized system of 
high-speed message centers through 
which telegrams are flashed coast- 
to-coast in seconds, Also high- 
lighted is the new method by which 
businessmen send and receive tele- 
grams in “picture” form on a desk- 
corner facsimile machine, simply by 
pushing a button. 

* * * 
Modern’'s New Film Folder 
* A brief but complete listing of 
nearly 200 free loan sound films is 
available on request from Modern 
Talking Picture Service, 45 Rocke- 
feller Plaza. New York 20. 
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YOU CAN'T GET BETTER QUALITY 
ANYWHERE THAN FROM 








angry — bhatt MMC. 


1905 FAIRVIEW AVENUE, N.E. @ WASHINGTON 2, D. C. 
phone LAWRENCE 6-4634. 


QUALITY * Have you this 


price list on your 
desk? We will 


forward it 
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How to Get MOST Out of Scriptwriters 


CREATIVE SKILL 


by Oveveste 


F YOU ARE USING your scriptwriter only 
as a writer, then you're not getting the most 
out of your scriptwriter! 

Now since we're going to be kicking the word 
“scriptwriter” around, it might be a good idea 
to nail down just what kind of bird we're talking 
about. 

Is he a dreamer, floating gently above such 
mundane matters as production budgets, shoot- 
ability, location troubles, casting problems, de- 
livery dates, and so on? No, that’s not the kind 
of scriptwriter we're talking about. 

Is he a parrot, who merely gives back to you 
all the words and all the ideas all your people 
have told him must go into the film? Nope, not 
him either. 

Is he the genius type, whose ideas come to him 
as bolts from the blue, to be written in imperish- 
able letters of fire a foot high? No sir! 


He's the Architect of Your Film 


What we're talking about is the scriptwriter 
you can, and I think should consider ... an 
architect you employ to work out very carefully 
the blueprints and the specifications for building 
your particular motion picture. 

OK—-so much for that. Let’s assume then that 
you've selected your architect. How do you get 
the most out of him? 

Well first, and let me say it right boldly, rather 
than toe dance around it-—be prepared to pay 
your scriptwriter . enough. Only you and he 
can decide how much is “enough”, because re- 
search and planning problems vary so widely 
from film to film. But—-money well spent at the 
architectural stage of building a film will save 
you bigger money later on, or assure you a better 
film or both! 


Let’s go on. You can do a lot in the way of 
advance deck-sweeping to make the first story 
conference highly profitable all around . . . and 
I’m sure you do—but you'd be amazed bow few 
others do. 

First off, come clean with the seriptwriter! 
You chose him because you have confidence in 
him, so put that confidence to work. Give him 
the names and titles of each of the men who'll be 
present at the story contlerence .. so he can 
write them down and avoid the boner of mis 


naming anyone. Explain “who reports to who”. 


Clue him as to which voice or voices speak the 


loudest, carry the most weight, so far as the 


‘Mr. Granducei is head ol 
the film writing organization 
which bears his name and 
the author of many success 
ful scripts. The helpful ideas 
contained in this article were 
presented at the annual meet 
ing of the Industrial Audio 
Visual Association in Chi 
cago this spring 


COOPERATION AND CONFIDENCE 


GOOD FILM PLAN 


Grandueci* 


film is concerned, And if any of the personalities 
clash, tip him off on that, too. 


Give Him Your Preconceived Program 

Prior to the first story conference, you may 
have already established within your own or- 
ganization the purpose of the film and the audi- 
ence of the film. If so. tell him what the film is 
supposed to do, and tell him what audience it’s 
to be designed to reach. And perhaps even more 
important tell him why. The why’s are impor- 
tant because, unless the writer thoroughly under- 
stands them, he’s quite likely to go astray with- 
out knowing it often impressionistically 
astray rather than directly—-and that kind of 
error is extremely hard to correct because it’s apt 
to involve the organic structure of the entire 
seript rather than a word or a scene. 

Now of course let’s face it, there’s always the 
hidden-purpose film—the sales film, for example, 
that’s really being made to persuade the Presi- 
dent that Sales Manager Joe Blow is “on the 
ball.” 

Unless you’ve tipped off your scriptwriter in 
advance, either directly or adroitly, you’ may 
find him unconsciously stepping on Joe Blow’s 
toes... with your feet. 

\ll these things are especially true, of course, 
if this is the writer’s first time over your course. 
However, if it’s not—or if he has a good back- 
ground of experience—he can contribute very 
worthwhile ideas on film purpose and audience. 
He can bring to his work for you the judgment 
gained from the experience of other film spon- 
sors. It’s free, too. As a matter of fact, a good 
dependable scriptwriter can be made almost an 
extra member of your own staff . . . without 
showing up on your payroll. 


Another angle of “coming clean” with your 
scriptwriter to get the most out of him has to do 
with “taboos”. If one of your bosses can be 
driven to the very verge of apoplexy by the 
mere mention of the name of a certain competi- 
tor, don’t trust to luck 


However, unless you've worked with him enough 


tell your scriptwriter. 


to know him as well as your own brother. you 
must... for your own protection . assume 
that your seriptwriter hasn’t fully learned the 
gentle art of . . . keeping his trap shut! So 
when you tell your writer something in confid- 
ence, tell him it’s in confidence. 

| don’t mean to say that you've got to let 
your hair down to your ankles. But let it down 


far enough. 


Let the Writer Know Your Ideas 


Another thing you'll want to do is to tell your 
writer your own ideas, so he won't inadvertently 
tip the scales against you. For instance, your 
ideas about the budget for the film. You may 
feel certain that the job can be done quite effec- 
tively for say twenty thousand dollars, regardless 
of the fact that our friend Joe Blow thinks his 
film ought to cost forty thousand. Or maybe your 


budget will only stand X dollars for production 
because you have to figure on Y dollars for dis- 
tribution. Don’t be coy on budget mat'ers with 
the scriptwriter who's working for you, any more 
than you'd hold out on the architect you em- 
ployed to design your home. 

Also, if for reasons of your own you want a 
particular kind of film 
syne handling of the subject, or if you want a 
straight Voice-Over treatment tell your writer. in 


say so. If you want lip- 


advance of any sessions with your principals. 

Conversely, if you don’t have any preconcep- 
tions, and want to kick it around with your 
writer after he has his facts and before he starts 
writing. tell him that. And, if you dont want 
the writer to discuss the subject “in meeting”. 
don’t expect him to read your mind. 

\t this point. take one extra precaution for the 
sake of your ulcers—tell your writer in no 
uncertain terms that you are the guy he’s working 
for “and don’t forget it! And furthermore. while 
we're on the subject”, tell him, “any differences 
of opinion you and I might have about planning 
this film are our business, and not anybody 
Tell him that in the be- 
ginning and you won't have to tell him . . 
it's too late. 

All right —so here we are at the first story 
conference. Everybody’s talking .. . at once. And 
if that keeps up. all the writer gets out of it is a 


else’s around here!” 
. after 


lesson in human nature. 

So he'll need your help in keeping the session 
on the track ... in getting the basic facts he 
needs. And he'll need your help in getting an 
accurate appraisal of the relative importance of 
the facts. 


What Are Your Competitive Factors’ 


It's not enough for him to know that your 
product contains a super-reflux parting valve. if 
all your competitors do, too. What’s your product 
got that competition doesn’t have? Now let me 
spell that out a little—using a sales film as the 
example, although the idea applies with equal 
force to all kinds of sponsored films. 

At this point your scriptwriter is simply a 
sponge, and it’s important that he sop up the 
right information. He'll ask plenty of questions, 
but he doesn’t know enough about your subject 
vet to ask all the right questions. He needs your 
help, because if you help him keep the session 
on the beam so he gets all the relevant facts, he'll 
he able to come up with a sales film plan that will 
soft pedal competitive claims he can’t refute, 
and not only refute other claims, but knock the 
spots right out of them. He may even come up 
with a sales point or two your own people have 
overlooked because they're so close to it. Ive 
seen it happen. 

Facts are really important to a film writer, 
believe me. But—give him facts. Differentiate 
between facts and claims, in order not only to 
keep his thinking straight, but to keep your film 
straight. The good writer will treat facts and 
claims differently in a film, if he knows the dif- 
ference. If he doesn’t the film will go soft in 
whether it’s a personnel relations film, a 
training film, a public relations film, a sales film 

or any other kind of film. 

Now, there’s another set of facts, too facts 
about the audience. The more you can help 
your writer learn about the specific audience 


spots 


(CONTINUE ED ON PAGE SIXTY-ONE} 
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REFERENCE SHELF 


Precision Labs Releases Booklet 
Showing Processing Techniques 
* A new illustrated booklet on 16 
and 35mm film processing has been 
released by Precision Fitw Lap- 


ORATORIES. and is available free of 
| 
( 





iarge to film users in business and 
industry. 

According to Russell Holslag. 
manager, the booklet simulates a 
personally conducted tour through 
the Precision plant. The “tour” 
takes the reader through each de- 
partment in the plant, showing what 
happens to film from the moment it 
is received until it is shipped out. 

Text and photographs explain 
how accurate exposure timing is 
achieved for each frame. how proc- 
essing of each film is governed by 
its own printing control strip, meth- 
ods and equipment used for making 
color. black and white and sound 
track prints. Other sections deal 
with electronic printing of optical 
sound from magnetic original. and 
on the exacting requirements of de- 
veloping, chemical control, atmos- 
pheric and temperature control and 
other phases of professional film 
processing. 

Requests for copies should be on 
company letterhead and addressed 
ty Precision Film Laboratories, 21 
West 46th Street, New York 36. 

* * * | 
Kodak Leaflet Offers Negative 
ond Transparency Filing Ideas 
* Professional. industrial and 
technical photographers who must 
keep negatives and sheet film trans- 
parencies filed for ready reference 
should find some helpful ideas in 
the new Eastman Kopak Com- 
PANY booklet, “Filing Negatives 
and Transparencies.” 

Based on the premise that effec- 
tive filing must provide secure 
storage and also be arranged so 
that desired films can be easily 
found, the leaflet outlines tested 
methods of classifying. identifying 
and storing photographic negatives 
and sheet film transparencies. 

Typical examples of negative 
files for both small and large com- 
mercial or industrial photographic 
organizations are included. File 
retention programs and file opera- 
tions are described, and a final 
section gives negative-filing pro- 
cedures in outline form for small, 
medium and large size operations. 
Sources of filing materials are list- 
ed on the back page. 

\ free copy of the 20-page, 
illustrated booklet can be obtained | 

} from the Sales Service Division. | 

EKastman Kodak Company, Roch- 

ester 4, New York. | 














IN A FRACTION OF A SECOND 


Safety film trips are Victor's mechanical policemen . . . 
always on guard during your film programs to 

prevent costly film damage. Your time and money 

are saved against film tearing, blistering, kinking, 
scratching and punching. Yes, we believe in SAFETY 
FIRST .. . for you and your films. 


a Rem men 
Safety 
Film Trips 
Stop Film 


Damage 





Here's Why You Get... 
GREATER FILM PROTECTION 


@ SAFETY FILM TRIPS automatically stop 
projector instantly in case of film emergency. 


@ SAFETY FILM PATH has undercut rollers and 
film channels to protect picture and sound 
area from scratches. 


@ LARGE SINGLE DRIVE SPROCKET— Eases film 
stress and simplifies threading. 


@ DUAL FLEXO PAWLS — Famous cushioned action 
completely eliminates perforation damage. 


@ 180°-SWING-OUT LENS facilitates threading and 
cleaning of both film channel and pressure plate. 


VICTOR also gives you superb picture 
quality ... superior sound system... — .aees eopeccesecaeveesces jess eds taWs be 6600544008408 
easy portability . Guarantee and * 
Underwriters’ Laboratories approval... 
modern functional design. For the com- 
plete story, mail coupon today. 


Dept. 8-8 Davenport, lowa 


Send complete details on Victor 16mm Sound Projectors 
VICTOR animarocnarn conroration = 


DAVENPORT, IOWA 
New York @¢ Chicage © Distributors Throughout the World 
QUALITY MOTION PICTURE EQUIPMENT SINCE 1910 


ADORESS 


city zone STATE 
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THE BUSINESS EXECUTIVE’S GUIDE TO AUDIO AND VISUAL PRESENTATIONS 
U.S. and Canadian business, large and small, 
turns to the pages of Business ScREEN MAGAZINE, 
for accurate and informative data on all modern 
forms of audio and visual communication. More 


pages of features, news, equipment data and case 
. more advertising of 
products and service. That’s why the buyers look 
to BUSINESS SCREEN as their preferred market place. 


histories in every issue . 
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NE W SLIDEPILLMS 


New Missouri Pacific Slidefilm 
Emphasizes Psychology of Safety 
* A new approach to an old and 
probably immortal problem—mak- 
ing railroad workers safety con- 
scious-—has been attempted by Mis- 
souri Pacific Lines in the new color 
sound slidefilm The V oice of Safety. 

The 15-minute presentation, nar- 
rated by radio announcer and news 
commentator Edwin C. Hill, stresses 
the psychological aspects of safety 
rather than preaching “do’s” and 
“don'ts.” Its thesis is that safety is 
an inner voice, * . the voice of 
self-preservation that has echoed 
down through the ages . . . the age- 
old instinct which, if heeded, will 
guard us from dangers and help us 
to cope with modern hazards.” 


Safer in Every Sense 

Asserting that a railroad becomes 
safe only through the practices of 
its employees, the narration asks 
“how can we on the railroad bring 
to life that ever-present instinct, the 
voice of safety?” The four-part 
response is: “. . . By availing our- 
selves of those attributes endowed 
by the Creator; eyes to see .. . ears 
to hear... mouth to speak .. . and 
hands and arms, plus feet and legs 
to act.” 

The slidefilm emphasizes that a 
worker's interest in his family, his 
job and his fellow men are among 
the “ingredients” of a safe individ- 
ual, It then lists such things as 
physical fitness, a sincere desire to 
work safely, detailed knowledge of 
the job and observance of rules as 
contributing factors to properly 
heeding “the voice.” 


Choral Background Featured 

Digressing from the allegorical 
treatment of its subject, the film 
ends with a specially-written “Song 
of the Voice of Safety.” The nar- 
rator urges the audience to join in 
the singing with the “Choraliers” of 
the Texas & Pacific Railway, under- 
writers of a part of the cost of pro- 
ducing the film. 

Color drawings for the basically 
psychological script, written by Mo- 
Pac rules instructor F. O. Garrett, 


Seene in “Voice of Safety” 


Vocat AupIENCE PARTICIPATION is encouraged in the Missouri Pacific 


Lines’ new sound slidefilm featuring these Texas & Pacific Choraliers. 


Why leave it to chance 

when you can obtain 

color prints of exacting fidelity? 
Why not take advantage of 
controlled printing methods that 
result in a b-a-l-a-n-c-e-d 
combination of colors? Don't take 
a chance—stay with reliability 


and call 


color service CO., inc. == 


115 W. 45th ST., 


NEW 


taking 
a 
chance? 


YORK, N.Y 


were done by Carl A. Bretzmann, 
St. Louis artist. Collaborating on 
the script were E. W. Hobbs and 
J. H. Williams, safety superintend- 
ents for MoPac and T & P respec- 
tively. Production was supervised 
by I. A. Eckman of MoPac’s public 
relations department. 

The Voice of Safety is the latest 
addition to a growing list of sound 
slidefilms covering many subjects 
which Missouri Pacific has pro- 
duced. Shortly to be released is a 
30-minute production on courtesy, 
and currently in work is a tenta- 
tively 30-minute film on the causes 
and remedies of hot-boxes. 

Each division of Missouri Pacific 
has projection equipment perma- 
nently assigned to it, and showings 
of company films are arranged by 
division superintendents. 

a . * 

Sarra and N.S.C. Produce Another 
O'Grady Industrial Safety Film 

* Gustave G. O'Grady, a typical 
industrial supervisor, learns to con- 
sider the human side of his men 
in Fragile, Handle Feelings with 
Care, a new NATIONAL SAFETY 
Counci film in production at 
SarRA, INC. 

The new film is a sequel to A 
Gray Day for O'Grady, supervisory 
training film produced by Sarra 
last year for the N.S.C. Two other 
O’Grady films are scheduled for 
production this summer, and like 
the rest of the series they will be 
available in both motion picture 
and sound slidefilm form. 

Scripted by Helen A. Krupka 
and directed by Wayne A. Lang- 
ston, Fragile Stars Chicago 
actor Jim Dexter as O'Grady. The 
series is being produced under the 
supervision of Charles Alexander, 
manager, and Roy Benson, assist- 
ant manager, of the Industrial De- 
partment of the National Safety 
Council. 

cm 7 ” 

Eutectic Alloys Corp. Releases 
Training Slidefilm on Welding 

* Instruction in the best precision 
and production welding techniques 
is available in a new 19-minute 
color sound slidefilm sponsored by 
Eutectic Welding Alloys Corpora- 
tion. 

Called Better, Faster, Cheaper 
with Welding, the film shows how 
speed and economy can be achieved 
in various welding operations. 
Sequences are based on several 
types of case histories and are sup- 
ported by diagrams and cartoons. 

Free loan prints are available 
from the sponsor’s Technical In- 
formation Service Department, 
172nd St. and Northern Blvd., 
Flushing 58, New York. 
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Canadian Chamber of Commerce 
Releases Slidefilm on Business 

* Canada’s Pathway to Plenty is a 
new sound slidefilm sponsored by 
the Canadian Chamber of Com- 
merce depicting the story of Ca- 
nadian business—how it came into 
being and how it functions today. 
It was produced by Vega Films of 
Montreal. 

Beginning literally with Adam 
and the apple, the 16-minute color 
slidefilm explains the 
needs of man, and then shows how 


primary 


a competitive economy meets those 
needs. It explains the roles of la- 
bor, management, capital and con- 
sumer in making Canada prosper- 
ous and great, and shows how 
production 
jobs, more goods and greater all- 


greatet creates more 
round prosperity. 

Prints of the sound slidefilm in 
either 16 or 35mm may be ob- 
tained on free loan from offices of 
the sponsor located in major Ca- 
nadian cities. 

a * * 
Colonial Williamsburg Releases 
TV Film on President's Visit 
* The television film 
President Eisenhower's visit to Co- 
lonial Williamsburg on the 177th 
anniversary of the Virginia Reso- 
lution for Independence has been 
general free-loan 
showings through the nationwide 
exchanges of Modern Talking Pic- 
ture Service. 

As reported by Edward R. Mur- 
row’s CBS television program, “See 
It Now,” the 15-minute film shows 


report on 


released for 


the restored colonial capital where, 
in the famous House of Burgesses 
chamber, the President said, “I 
think no American could stand in 
these halls and on this spot with- 
out feeling a very great and deep 
sense of the debt we owe to the 
courage, the stamina and the faith 
of our forefathers.” 

The camera shows the changing 
of the flags on the colonial capitol 
and the historic structures such as 
the George Wythe House, Gover- 
nors Palace and an 18th century 
prison as seen by the President on 
his way along Duke of Gloucester 
Street to the College of William 
and Mary 
honorary degree. 

* . * 
Rapid Grip and Batten, Ltd. 
Forms Motion Picture Division 
® Raprp Grip anp Batten LiMirep, 
Toronto, Ontario, has announced 
the formation of a Motion Picture 
Division for the production of tele- 
vision and commercial motion pic- 
tures and to provide film labora- 
tory service. 


where he received an 


Housed in a new branch plant, 
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the studio will be equipped for 
both 16 and 35mm with sound, in 
color or black and white. Northern 
Electric and Stancil-Hoffman equip- 
ment will be used for recording. 
* . 

Princeton Film Center Leases 
Rockett West Coast Sound Stage 
® THe Princeton Fitm CENTER, 
Inc., has signed a long-term lease 
for a Hollywood sound stage owned 
by FrepericK K. Rockett, west 
coast producer, according to a re- 
cent announcement by GORDON 
Knox, Film Center president. 

Knox said the expansion was 
made because of increased film pro- 
duction for 
television 


“Certain 
productions,” he said, 
documentaries, can be 
made with 


television. 


“notably 
maximum production 
costs going into screen values on 
the East Coast. others can best be 


Hollywood. We have 


made this move to enable ourselves 


made in 


to produce subjects wherever op- 
erating costs are most favorable to 
the particular film” 

Occupation of the studio will be- 
gin in September, after the Film 
Center has installed its own West- 
ern Electric sound recording sys- 
tem. Additional production equip- 
ment will also be provided by the 


Princeton, New Jersey producer- 
distributor organization. 
7” - * 


Synchronous Footage Counter 

Is Introduced by Florman & Babb 
* A new all purpose film footage 
counter is being introduced by 
FLORMAN & Bape, New York City. 
The “F&B Film Footage Counter” 
was developed by Lawrence L. 
Mezey, electronics and sound engi- 
neer. 

The dual model is a re-settable 
synchronous counter in 16 and 35- 
mm. Either one or both can be 
selected by a switch, and monitor 
lights indicate the counter in op- 
eration. Through another selector 
the unit can be switched to either 
“sync.” giving free way and inter- 
locking with the synchronous pow- 
er supplied by a projector, dubber, 
etc., or “line.” giving control by a 
small on-off switch. 

A standard size receptacle on the 
unit will furnish a 110 volt, 60 
cycle syne line for a minute and 
seconds counter, cueing signal, or 
other accessories. The motors are 
nylon geared and equipped with 
special lubricants, and the unit 
starts and stops within one cycle. 

Florman & Babb is also intro- 
ducing small single 16 and 35mm 
footage counters with simplified 
construction, as well as a_ time 
counter unit which reads up to 99 
minutes and 59 seconds. 
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Twin DeVry JAN lomm Projectors Interlocked for 3-D 


The New Approaches 
in Film Making... 


3D © WIDE SCREEN 


@ An old firm with a modern touch offers 
third-dimensional or wide screen film 
production service with stereophonic 


sound... 


@ Sound plays on same projectors which 


screen the picture... 


@ Our mechanical 3-D hook-up assures 
positive synchronization and makes 
screening a simple matter of setting up 


two projectors... 


@ Prints from our 3-D Sound Motion 


Pictures may be used in standard 


16 mm. projectors... 


write, wire or phone... 


SAM ORLEANS AND ASSOCIATES, INC. 


MOTION PICTURE PRODUCERS FOR INDUSTRY * BUSINESS * TELEVISION 
Studio, 211 W. Cumberland Avenue 


Phones: KNOXVILLE 3-8098—4-1301 KNOXVILLE 15, TENNESSEE 














Here's a sharp new use of the View 
Vaster creo lide viewer 


Thermador Uses 3-D Slides 
in Point-of-Purchase Display 
® THermMavor ELecrricaL Mant 


FACTURING COMPANY have intro 
duced a new Virw-MaAster Diseiay 
which shows full color scenes of 
modern kitchen installations at the 
point-of-purchase. The electronic 
unit allows prospective customers to 
change the view with a flick of the 
finger. 

“Bilt-In’ 


range introduced the new display al 


Che originators of the 


the Los Angeles Home Show, and 
estimated that 80% 
visiting their exhibit took time for 


of the people 


a three-dimensional view of trends 
in kitchen design. 

The presentation ts being offered 
to the Thermador dealer organiza 
tion complete with 21 View-Master 
pictures. 

Sidney Brawer, president of Tri 
Ads Company, producers of View 
Master pictures and displays, say 
“3-D seems to put a certain quality 
of ‘Merchandising Magic’ into any 
sales presentation, which makes il 
popular with distributors, dealers 
and their sales organizations.” 

* * * 
Cousino Perfects Magnetic Tape 
and Message Repeating Magazine 
* An automatic message repeating 
magnetic tape magazine and a “Fric 
tion Free” tape recently announced 
by Cousino, Inc. could open up 
many new uses for recorded tape in 
business and industry. 

The ingenious device, known as 
the Audio Vender, 


Cousino Friction Free tape, will run 


loaded with 


a loop up to 15 minutes long at 3°, 


inches per second. Operation is 


continuous and trouble free for 
weeks on end according to the manu- 
facturer who said the device has 
been thoroughly field tested and 
evaluated by research testing labora- 
tories. 

The Audio Vendor is called 


“adaptable” to about 80°° of exist- 


58 


Visualizing Your Product Displays 


New Point-of-Sale Devices Bring Stereo and Color 


Plus Automatic Sound to 


ing tape recorders, converting them 
into message repeaters “in a matter 
of seconds.” 

These characteristics could put 
Lape recorders to work in industry 
at such jobs as recording frequency 
controls on automatic machines, re 
peating safety warnings in factory 
danger zones, and recording break 


down tests. 


Message repeaters « ould also serve 


as talking bulletin boards, and auto 


matic controls for synchronizing 
voice and animation in displays and 
other jobs in business, advertising 
and sales promotion. Further in- 
formation is available from Cusino. 
Ine.. 2325 Madison Ave.. Toledo 2. 


Aid of Modern Merchandiser 


Automatic Card-Changer Offered 

By Wilson Projector Company 

* The Wilson Projector Company 
has announced the development of 
an automatic card and transparency 
changer. The new changer handles 
from two to twenty-four Ll] by 14- 
inch cards or photographs, and up 
to 12 transparencies. 

It changes cards at the rate of 
about four per minute, and cards 
can be removed or added at will 
from the rear. It operates on stand- 
ard alternating current. 

Information on the new product 
is available from the Wilson Pro- 
jector Company, 10512 Western 
Avenue, Cleveland 11, Ohio. 


¥, “Times Have Changed” 
for 
RICHFIELD OIL CORP. 


producers for over a 


quarter-century 


Slide films ¢ Motion pictures ¢ Films for TV 


Frederick K. 


6063 Sunset Boulevard, Hollywood 28 


Company 


© Hillside 3183 


Wilson's Automatic Card-Changer 


DeVry Corporation Introduces 

New Magnetic Sound Converter 

* A “magnetic sound language con- 
verter” recently introduced by the 
DeVry CorPorRATION, may prove oi 
value to firms using their films w 
back up and promote an export 
trade. 

Although it can be employed 
many ways, the principal purpose 
of the new product, according to the 
manufacturer, is to magnetically re- 
record foreign languages onto films 


DeVry's Magnetic Sound Converter 


that already contain optical tracks 
in another language. 

One of the important character- 
istics, the company announcement 
said, is that four mixing channels 
and two sound heads allow the new 
sound track to contain all of the 
background sound effects heard on 
the original optical track. The self- 
contained and portable converter is 
also said to make possible rapid 
switching in order to correct or in- 
sert dialogue on any portion of the 
magnetic strip. Forward and reverse 
operation can be achieved by re- 
mote control. 

* . * 
Radiant Offers Pocket Catalog 
on Selecting Projection Screens 
* Hints on 


selecting projection 
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screens—the best fabrics, the right 
are included in a new pocket 
catalog published by the Rapmant 
MANUFACTURING CORPORATION. 

The 16-page illustrated booklet 
may be obtained by writing Milt 
Sherman at Radiant. 2627 W. 
Roosevelt Rd., Chicago 8. 


a * * 


size 


Ampro Introduces Hi-Fidelity 
All-Electronic Tape Recorders 

* The first all-electronic, fully auto- 
matic high-fidelity music and voice 
tape recorders were introduced last 
month according to an announce- 
ment by the AMPRO CORPORATION, 
Chicago. 

The manufacturer of L6mm sound 
motion picture projectors and tape 
recorders also introduced a match- 
ing console speaker cabinet for ex- 
tended range reproduction. 

Two models, designed to meet 
with 


acceptance business and as 





Vodel 


impro’s New “Celebrity” 


home instruments, feature a new 
electro-magnetic “piano key” con- 
trol system. All 


— ‘elebrity ” and the 


controls on the 
“Hi-Fi” are 
operated by solenoids said to elim- 
inate breakdowns and wear found 
in ordinary mechanical linkage sys- 
tems, and provide fast, simplified 
recording and playback. 

The manufacturer said the new 
major 
toward fulfilling its prediction that 
“by 1960 tape recorders may be as 


models represent a move 


common in the home as radios and 
phonographs are today.” 

The Celebrity, model 75, with a 
tape speed of 3°%4 inches per second, 
has a frequency response of from 
30 to 8,500 eps. Playing time with 
dual-track operation is two hours. 

Model 756, the Hi-Fi, has a tape 
speed of 71% inches per second, said 
to permit maximum fidelity of the 
full range of audio reproduction. 





SPECIAL 
OPTICAL EFFECTS 
and TITLES by 
RAY MERCER & COMPANY 


4241 Normal Ave. « Hollywood 29, Calif. 
Send for Free Optical Effects Chart 
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Frequency response is from 30 to 
13,000 cps. Playing time on a seven- 
inch reel is up to one hour with 
dual-track operation. 

In the past some tape recorders 
have been marketed with partial 
electronic or push-button operation, 
hut according to the manufacturer 
these are the first to offer an entire 
combination of both principles. The 
five “piano keys” are: Record, fast 
forward, rewind, play and stop. 

Ampro’s new matching console 
speaker cabinet is designed as an 
accessory to either model. Housing 
a 12-inch Alnico 5 speaker, it is said 
constructed to 
provide extended response of both 


to be scientifically 


low and high frequencies without 
“boom” and “muddiness.” 

In addition to all electro-magnetic 
controls, the Hi-Fi and Celebrity re- 
corders feature a Recording Level 
Indicator, Automatic Selection Lo- 
Matched Dual-Action Tone 


Automatic Power Re- 


cator, 
Control, and 
lease Circuit. 
7 — _ 
Florman & Babb Named Official 
Distributors of Baltar Lenses 
* FLOoRMAN & Bass, New York mo- 
tion picture equipment dealers, have 
been appointed official distributors 
of Baltar lenses by Bauscu & LomB 
OpTicaL COMPANY. 

Baltar lenses, standard equipment 
on Mitchell and many other profes- 
sional 16 and 35mm cameras, will 
be mounted for any camera by Flor- 
man & Babb, 70 West 45th Street, 
New York. 


TWO at 


guaranteed 
acceptability 
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GREAT MOTION PICTURES ARE PROCESSED BY Sathé 


Want to break that 


—>/ FILM LAB 
BOTTLENECK 


in Your Movie Department? 





PATHE’S NEW BOOKLET MAY HAVE YOUR ANSWER! 


It shows you, step by step, how Pathe’s newly enlarged 
facilities have justly earned for Pathe Labs its reputation 


for highest quality and finest serv- 
5 » PROCE 
wy Sy 


ice in the industry. 





Phone today for your copy: 


In Hollywood: HOllywood 9-396! 
6823 Santa Monica Blvd. 


In New York: TRafalgar 6-1120 
105 East 106th Street 


Ver thé Labs ratory ba 


BLACK AND 


toth New Yo 
35MM ° 16MM ° 


; Vithé 2 oratories, 


rk and Hollywood Have Complet 
COLOR ° 


Inc. is a sut 


Whitt 


diary of Chesapeake Industries, Inx 


MORE PRACTICAL KNOW-HOW ON NEWEST AUDIO-VISUAL 
TECHNIQUES AND TOOLS APPEARS & TIMES ANNUALLY 
IN THE BIGGER, BETTER PAGES OF BUSINESS SCREEN 


Cleveland... 


Of the two films from our typewriters 
entered in the Cleveland Film Festival. 
one was among the seven finalists in its class, 


and the other won the top award in its class. 


We can’t guarantee to write a film for you 
that will win at Cleveland, but you can bet your boots 


it will win with the audience you want to reach. 


.on your next film. 


THE COMPLETE” FILM PLANNING SERVICE 


Make us prove it.. 


WasHincton 4, D.C. © EXecotive 3-594] 


930 F Srreet, NortHwest * 












~ What's New in Business Pictures 


CASE HISTORIES OF NEW CORNING, TRUCKSTELL FILMS 


Entrance to Corning Glass Center 


Story of Corning Glass 

Related in New Color Film 
Sponsor: Corning Glass Works 
Tithe: The Story of Man’s Achieve 

ment with One Material—Glass, 

25 min, color, produced by Paul 

Hance Productions. 
® When President Truman thought 
of something to present as a wed- 
ding gift to Queen (then Princess) 
Elizabeth a few years ago-—-some 
thing original, beautiful and truly 
American—his choice was an ex- 
quisite piece of Steuben glass. And, 
as was generally agreed by press 
comment, nothing more appropriate 
could have been selected. 

Fine glass is an American tradi- 
tion, and at Corning, in up-state 
New York, the glassmaker’s art and 
industry has been a cherished tradi- 
tion and important livelihood for the 
town for 102 years. 

Corning, which makes everything 
from the Mt. Palomar telescope to 
common “ordinary” glassware and 
to fancy Steuben (pronounced Stu- 
BEN to many people’s amazement) 
pieces that are sold on Fifth Avenue 
at very fancy prices, has erected a 
Glass Center which is a combined 
industrial exhibit, museum and cul- 
tural center that draws almost a half- 
million visitors a year to the beauti- 
ful Finger Lakes town. 

The company’s new film is a run 
around the Glass Center. It shows 
the museum of old Venetian glass 
and other ancient works of glass 
artisans and comes finally to Steu- 
ben artisans (each a true artist) 


Famous Merry-Go-Round Bowl presented 
to Queen Elizabeth by President Truman 


who fashion before us the beautiful 


pieces that have made Steuben 


world-renowned, The anonymous 
artists are a team——-beginning with 
the “gatherer” and ending with the 
“gafler”——and they produce works 


the greatest Venetians would not 
have disclaimed. 

This handsome film was produced 
by Paul Hance Productions (who 
seem to be making a specialty of 
competently picturing New York’s 
up-state industries—-Jackson & Per- 
kins in Newark, Channel Master in 
Ellenville and Corning, among oth- 
ers). Corning’s film will be distrib- 
uted by Association Films. ld 


Markets for Big Trucks 
Shown in Truckstell Picture 
Truckstell 

ing Company 
Title: Truckstell . . . for the Big- 

ger Haul, 30 min, b/w, pro- 
duced by Reynolds & Howe 

(Cleveland), under the supervi- 


sion of Fuller & Smith & Ross. 


* This new 


Sponsor: Manufactur- 


sales film was de- 
veloped as an educational and sales 
medium for truck dealers and 
their salesmen, and will be pre- 
sented by Truckstell’s distributors 
throughout the country. 

The film points out the market 





PROMOTION! 


Only through the development of ability in 
your employees will they become more valu- 


able to you. Much depends upon your su- 


pervisors., 


How well do they delegate authority? 


How well do they prepare employees for 


promotion? 


The answers to these questions spell out 


how well your supervisors are developing 


people in your organization. 


Show your supervisors how to do this job 


with: 


“PROMOTIONS, TRANSFERS AND 
TRAINING FOR RESPONSIBILITY” 


one of the sound stripfilms in the outstand- 


ing eight-part 


visual 
TRAINING ON HUMAN 


course SUPERVISOR 


RELATIONS. 


You may obtain a preview without obligation. 


ADDRESS REQUESTS TO: 


Racket Pictures, 


6108 SANTA MONICA BLVD. 


Juc. 


HOLLYWOOD 38, CALIFORNIA 





BUSINESS 


for six-wheeler tiacks and explains 
the reasons behind its rapid growth. 
It shows the types of six-wheelers 
and their advantages, and depicts 
the sales and engineering features 
of the Truckstell Dual-Axle Drive. 


* * * 


DuMont Reports Post-Premiere 
Success of “Selling the Sizzle” 
* Ever what happens 
after film premiere hoopla is over? 
Well, last November 18. Allen B. 
DuMont Laboratories, Inc.. Receiver 
Division, premiered its full color 
sales training and product informa- 
tion film, Selling the Sizzle (Bust- 
NESS SCREEN, Vol. 13. No. 8) before 
an enthusiastic audience at the New 
York Sales Executives Club lunch- 


W ondered 


Since the 30-minute film (de- 
signed to lift the general level of re- 
tail selling) was made available to 
the public (in January of this year) 
the response has substantiated claims 
that Selling the Sizzle was one of 
the most effective sales training and 
product information films ever made 
for this concern. 

The first 20 minutes of the film 
are devoted to explaining and show- 
ing the application of Elmer Wheel- 
er’s five super-sales points. The 
final portion applies the points to 
the selling of a specific product. 

According to DuMont’s receiver 
division general sales manager, Dan 
1). Halpin, the film has already been 
seen by more than 50,000 persons 
at over 1,000 showings. Another 
1.000 requests are still on the books, 
from business organizations, cham- 
bers of commerce, sales, advertising 
clubs and similar groups covering 
every branch of American business. 

Its showings have taken on an in- 
ternational flavor, too. Selling the 
Sizzle was a feature of a recent 
meeting of the Sales Executives Club 
of Copenhagen, Denmark and has 
been shown widely through Canada 
by Canadian Aviation Electronics, 
Lid.. DuMont’s licensee in the Do- 
minion. When the Bluefield Supply 
Company, distributors from Blue- 
field, West Virginia, went on a sales 
convention cruise to Bermuda re- 
cently, Selling the Sizzle was an im- 
portant part of the sales meetings 
held on board. 

Mr. Halpin reports that the film 
has been of great value to DuMont 
\side from 
helping to establish high level re- 
tailing principles, he says, the final 
ten minute portion of the film pro- 
vides excellent product and institu- 
tional information on DuMont for 
dealers and distributors. 

The film is part of DuMont’s na- 
tional product information program 
for dealer, distributor personnel. 


in new television areas. 
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How to Get the Most 
Out of Seriptwriters: 


(CONTINUED FROM PAGE 


54) 


for the film, the more accurately he 
can aim the film at that audience 
and the more specialized the audi- 
ence, the more true this is. One 
sales film we had to plan was to be 
aimed at the buyers of just one class 
of goods in just one kind of busi- 
ness ... a target for a motion pic- 
ture rifle instead of shoteun. We 
really struggled with it—simply be- 
cause we couldn’t find the lowest 
common denominator of our audi- 
ence. Finally, one of the sponsor’s 
men remarked casually one day that 
90% of our audience had risen to 
their buyers’ positions from one 
kind of job. That did it!—because 
we were able to tie the whole bundle 
directly to the personal experience 
of each member of the audience, 
into a sales film that’s pulling as 
hard today as it did when it was first 
released four years ago. 


Give Him Real Confidence 

Your writer is your man, you 
know. You’re inflicting him on 
your boss. So—the boss ought to 
get from you a good opinion of 
the writer before he meets him . . 
a good opinion of his ability, that 
is. He ought to get confidence in 
him ... in his ability to come up 
eventually with the plan for a really 
effective film. 

Build up the writer. and you build 
up your film—for if your writer 
senses lack of confidence right at 
the outset, he'll spend too much 
time trying to sell himself to your 
boss and not enough time getting 
information. And the film will 
suffer. 

And furthermore, it’s a way... 
that usually works . . . of keeping 
the boss from planning your film 
for you. 

If you let your writer plan 
your film, you'll get more origi- 
nality and more sparkle. 

And you'll also get far more film 
effectiveness, for the simple reason 
that your writer can look at your 
subject from the outside in... 
just the way your audience is going 
to look at it. 

After the first story conference 
is over, the digging begins. 

Direct Facts Are Essential 

In practically every case it’s a 
good idea to let your writer get 
his research information right from 
the mouth. I doubt very 
much that even you men recognize 


horse’s 


how hard it is for a writer to trans- 
late warmed-over second-hand infor- 
mation into a hard-hitting film with 
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a bright new sparkle. So. help him 
see with his own 
hear with his own ears. 


him 
Let him 
get his policy information from the 
man who makes the policy. Let 
him get his facts from the man 
who knows the facts 


eves let 


whether he 
has to get them from a punch-press 
operator out in the factory or from 
your himself! 
It may take some doing, but it'll be 
worth it to you in the long run. 
And if your President or some 
other VIP is going to appear in the 
film, whether in lip syne or not- 
let the writer talk to him... or 
at least listen to him talk. J/nsist 
on it!—for, at first hand, the writer 
will be able to catch mannerisms of 
both action and speech that will 
make it possible for the boss to be 


company president 


himself before the camera, and 
therefore look like a million dol- 
lars on the screen. And for that, 


the boss’ll love you! 
Get the Treatment Right 


The treatment, or story-line, or 
whatever you happen to call it, is 
really the most important single 
stage or script development, and it 
ought to be detailed enough so the 
writer can be certain he can turn 
an acceptable treatment into an ac- 
ceptable script, and detailed enough 
so you can be sure you're not buy- 
ing a pig in a poke. Such a treat- 
ment can’t be done overnight oo» OF 
even over a weekend. It takes time! 

After it’s completed, and before 
it’s presented to the brass, thorough- 
going discussion of the treatment. 
between you and the writer, seems 
to me to be a must. Let’s assume 
you like the treatment. Now’s the 
time to get the writer’s reason for 
doing certain things certain ways. 
Now’s the time to get the thing in 
your mind so thoroughly you can 
see the film on the screen. Now’s 
the time to get the writer to make 
any changes you want made, be- 
cause - - from on—it’s your 
job to help your writer explain 
the treatment, if explanation is 
necessary-—and to defend it, if de- 
fense is necessary. For that, your 
writer will love you... and that 
has advantages, too. 


now 


Storyboards Can Help 

At this stage, especially if ani- 
mation is involved, it'll help your 
writer to make the treatment clear 
to your associates if rough story- 
board sketches are included. (And 
incidentally, if you're planning on a 
storyboard with the script, you can 
get more out of both the writer and 
the storyboard artist if you arrange 
for them to work together .. . right 
from the planning stage on.) 

OK-—now we're all together at 
(CONTINUED ON THE NEXT PAGE) 
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Meets a Need, Indeed! 


16mm & 35mm VISIBLE EDGE 
FILM NUMBERING MACHINE 


Fills the bill in 3-D or TV 
for orderly handling of 
negatives or prints — 
where edge numbering is 
a MUST. Guides projec- 
tionist in matching exact 
frames 


This non-intermittent unit 
hos an automatic 
numbering block, prints 
black or yellow Film 
passes over drying rollers 
before being rewound. 
Central lubrication, 2000’ 
capacity, speed 50’ per 
minute. 


metal 





16mm machine prints be- 
tween perforations only 

35mm model prints be 
tween perforations or on 
the outside edge as speci 
fied. Both negative and 


F. O. B. New York $1995 


Most Recent Purchasers are: 


Bolling Air Base, Washington, D. C 
positive films can be num American Optical Co., Buffalo, New York 
bered. U. S. Public Health Service, Chamblee, Ga 


ALSO AGENTS FOR: Acme Animation, Acmiola Editors, Auricon 1200 Cameras, Bordwell & 
McAlister Spots, Bell & Howell Printers, Blue Seal Recorders, Bodde Background Screens, 
Century Lighting, Colortran Lites, Contimatic Printers, Fearless Cranes & Dollies, Hallen Re- 
corders, Kinevox Synchronous Magnetic Recorders, Mole-Richardson Lights, Moviolas, Pre- 
cision Sound Readers, Raby Blimps and Gearheads, $.0.5S. we Numbering Machines, Studio 
Sound Readers and Synchronizers. MANY ITEMS AVAILABLE ON TIME PAYMENTS. 


§.0.S. CINEMA SUPPLY CORP. 


DEPT. H 
602 W. 52nd ST., N.Y. 19 
Cable: SOSOUND 





Just Completed! 


A DAY AT FLORIDA'S SILVER SPRINGS 
Shrine of the Water Gods 





22 minutes : Color : Sound 





Produced for Florida's Silver Springs 






TELEVISION 


MOTION PicTURES PAU], ALLEY 

PRODUCTIONS 
619 West 54th St., New York 19, N, Y. 
JUdson 6-2393-4 
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Out of Seriptwriters: 
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the treatment-approval session 
you, the writer, and your brass 
Ohoh there? 


That, gentlemen, is a man who is 


who's that over 


too important or was too busy to 
he at the first 
He's just bristling with brand new 


story conference. 
: ’ 

ideas for the film, and he’s a man 

who's got to approve this treatment, 


too. 
Hold That Approval Line 


Obviously, of course, you're 
bound to get stuck with situations 
like that from time to time—so all 
I can say is that changing “approv- 
ing-authorities” in mid-seript — or 
dragging in new ones at the last 
minute—-is one way not to get the 
most out of your scriptwriter, 

Now since this is a normal ap- 
proval session, with no ringers rung 
in, there are objections and sug- 
Make certain that your 


writer really understands them .. . 


gestions. 


and the reasons for them —for if 
he gets them straight, chances are 
he can come up in jig time with a 
fully satisfactory revised treatment, 
if one is needed. And, also, be 
sure the treatment is so thoroughly 
understood by your own people that 
their approval will stick! 


A Good Job Takes Time 


treatment 
gets solid approval, the job of turn- 


Once a_ well-detailed 
ing it into a shooting script is 
mostly a case of time—time to 
think, time to check and double 
check, time to polish, and time to 

. second guess. You'll get a far 
better shooting script out of your 
writer, if you give him that time. 

But in any event, let him know 
in advance every deadline you want 
Don’t wait till to- 
morrow to let him know you've got 
to have it... yesterday! 

All of you certainly 
the need for a careful, thorough- 
geing check of the script by you 
and your people before it's OK'd 
for production . . . the same kind 
of thorough checking your company 
gives all its blueprints. You know 
it can save the extra production 
cost of changes 
save lousing up your film. 

The Writer Has a Stake 

But do you recognize that the 
writer, too, has a stake in that kind 
or thorough checking ?—partly be- 
cause he has a professional interest 
in a succesful film, and partly be- 
cause it determines how much more 
work he has to do on the job, Most 
writers, I believe, will be glad to 


. ' 
him to meet! 


rec ognize 


and it may even 
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help with minor revisions after ap- 
proval and during production. But, 
if you make a practice of asking 
your writer to make major revisions 
revi- 
changes in 
company policy, or in a product, or 
in somebody's thinking, for example 
you'll inevitably 


in the script after approval 


sions occasioned by 


find your writer 
trying to protect himself in some 
way... usually, of course, in his 
pric et. 

So, let him know your policy ... 
in advance. 

In fact, there are a lot of ways 
you can get more out of your 
letting him know 
you understand some of his prob- 


scriptwriter by 
lems. You can, for example, get 
his loyalty—-and that’s something 
you eventually can bank, because 
it'll show up in your films. 

Some film buyers, and producers 
as well, feel that a scriptwriter 
should no longer be seen or heard 


after the shooting script is finally 
approved. 

You wouldn't expect me to agree 
with that and I don’t . . . but this 
is not the time or place to debate it. 

Let me hasten to add, though, 
that I recoginze it depends a lot on 
the writer—and also on the sponsor 
and the producer. 

However, if you are one of those 
who wants the writer around dur- 
to be 

. and arranged for 
And here are some of 
the things a writer can do to help 
you get the most out of him during 
production. 


ing production, it ought 
understood 


in advance. 


Discussion Clears the Air 


After the producer and his staff 
have studied the script, you and 
your writer can sit down with them 
for a discussion session that will 
bring to light and eliminate points 
and areas of misunderstanding or 





SUMMERTIME IS THE RIGHT TIME 
for PEERLESS TO PUT YOUR PRINTS 
IN CONDITION FOR FALL USE 


[] Inspection [_] Scratch Removal [| Replacements 


[_] Repairs 


[] “Peerless Treatment’ to resist future damage 


Cleaned up and rejuvenated — back the prints go to 
you, ready for hard use again in the fall. The next 


KERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


move is yours. 


When you write, please mention size of your library and 


[_} Cleaning 


WV 


Every summer, film libraries all over the country en- 


trust their prints to us for PEERLESS-SERVICING 


which includes: 


[_] Rehumidification 





maximum number of prints you could spare at one time. 








misinterpretation. At this time, too, 
the producer’s staff will make some 
worthwhile suggestions. On the other 
hand, some of their suggestions may 
be contrary to the spirit of a se- 
quence, or even contrary to the 
spirit of the whole film. Your writ- 
ers intimate knowledge of the 
script, backed by your knowledge 
of company thinking and policy, 
can serve you well to make script 
and production ideas jibe and jell. 
The same thing is potentially true 
in the case of checking the dailies, 
or a rough cut. Almost inevitably, 
you and the producer will be mainly 
concerned with a lot of things—de- 
tails—composition, sharpness, col- 
or, lighting, etc., etc. At the same 
time, your writer will be taking 
technical excellence for granted— 
and he'll be concerned almost ex- 
clusively with the potentialities of 
the footage for forceful. effective in- 
terpretation of the script. And as 
a result, he'll be able to make sug- 
gestions, or point things out, that 
may save time, or money, or both. 
No one has ever written a script 
that couldn’t be improved by good 
production. And quite often the 
writer can spot places where a few 
word changes, a little sharper cue- 
ing or a tightening of a phrase will 
add still more lustre to a good pro- 
duction job. 
Those Unforeseen Problem- 
Then there are the exigencies of 
production—the million and one 
things that can come up on the 
firing line that no one could have 
foreseen. Sometimes, when they 
like major 
they are. But, other 
times, such situations can be saved 
by word changes 


look at the moment 
catastrophies 


and it’s at times 
like these you feel you're really 
getting the most out of your script- 
writer, 

As your production gets closer 
and closer to its conclusion every- 
one connected with it gets closer 
and closer to it. Inevitably, ob- 
jectivity begins to get lost in the 
shuffle. Each individual 
in the job gets to looking at 
it through his own special eyes. 
Even you do. And because of that, 
this is a time when you can squeeze 
still another drop of usefulness out 
of your scriptwriter . . . because by 
this time he has been out of close 
touch with the job for some weeks. 
He’s had a chance to renew and 
refresh his objectivity. So take ad- 
vantage of it. 

Making It Sound Right 

Pll be willing to bet that he’ll 
catch such things as pacing flaws 
that make the narration sound 
breathless, that don’t give the audi- 
ence a chance to absorb one idea 


involved 
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before the film races on to another. 
If he does, and something can be 
done about it, you've gotten some- 
thing extra out of your scriptwriter. 

He'll see spots that turned out to 
be pictorially weak, and he'll 
able to strengthen their impact by 
strengthening the words. He'll see 
spots that turned out to be pic- 


be 


torially very strong, and he'll be 
able to change or even eliminate 
words to take even greater ad- 
vantage of the screen. And, at 


pre-recording sessions, he'll make 
suggestions that lead to an even 
more effective reading. 

But, in any event, he'll be looking 
and listening with your interest in 
mind, trying to give you his best 
because you've proved to him that 
you want the best from him. 

You proved that right from the 
start. 

You put your confidence in him. 

You came clean with him. 

You let him know precisely what 
you expected of him. 

You saw to it that he got the 
facts, and got them straight. 

You let him the work you 
hired him to do, and you didn’t ask 
for miracles. 


You gave him the time to do it 
properly. 

You gave him the understanding 
and loyalty you expected from him. 

You made full use, not only of 
his thorough acquaintance with the 
subject of your film, but of his 
knowledge of films in general, and 
his desire to make his best judg- 
ment serve you best. 

And finally, when it’s all over... 
and everybody’s bubbling with en- 
for the film, you take 
the time to give him a big fat pat 
on the back—mainly because that’s 


thusiasm 


the nice kind of guy you are, but 
partly because you know that one 
way you can get the most out of 
your company’s film dollar is to 
get the most out of your script- 
writer. : 


i 
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Venard Organization Releases 
First in Film Short Series 

® THE VENARD ORGANIZATION, Pe- 
oria, the 
release of the first in a series of film 
shorts entitled Education Plus. Pro- 
duced in cooperation with the Pe- 


Illinois. has announced 


oria Public Schools, it describes the 
importance of a field trip as an 
audio-visual aid. 

In production at Venard is a se- 
ries of 13 television shorts under the 
general title of Chalka-Doodles. 
Kach will be a chalk-talk story for 
children from 4 to 14 years old de- 


signed to fit a 15-minute segment. 


New Film Takes Lastex Story 
to Canadian Retail Salespeople 
* Illustrating one way a basic in- 
dustry can promote the sale of its 
product with the l6mm film, Cana- 
dian Lastex Limited has released 
The Lastex Story to help retail clerks 
sell more of the socks, bathing suits 
and girdles that contain the spon- 
sors product. It was written and 
produced by Crawley Films Limited. 
The 


salespeople the background informa 


ll-minute color film gives 


tion they need by showing how the 
product goes from trees in Sumatra 
to garments in Quebec. 

Briefly the film 


latex, the juice from which Lastex 


desc ribes how 


is obtained from rubber 


Malaya 


partly processed in those countries 


is made, 


trees in and Sumatra, is 


and how, in Canada. the manufac 


turing is completed into pliable 


Lastex yarns that go into the 


ucts the sales clerk sells. 


prod 


















FAST-FOLD ... 


screen that brings you 






PAN-SCREEN' 









the NEW 


FAST-FOLD 


PROJECTION SCREEN 
‘A SNAP to set up 


FEATURES 
* Lightweight Aluminum 
Frame * Folds Instantly + 
Adjustable Heights * Full 
Range of Sizes. 





Wherever pictures are 
projected the FAST-FOLD 
is a portable screen you 
CAN take with you. 


Write for information on prices, sizes and delivery 


Commercial Picture Equipment, Inc. 
1567 WEST HOMER ST. CHICAGO 22, ILLINOIS 





*Multiple screen technique described in this issue. 
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Kodaks’ “Analyst” on the Job 


Kodak Announces Silent Projector 
For Analytical Study of Films 

® Tue Kopascorpe ANALyst Pro 
JECTOR, a new l6mm silent projec- 
tor specifically designed for use by 
those who wish to closely study 


l6mm motion pictures, has been 
announced by the EaAstMAN Kopak 
COMPANY. 

Especially valuable for industrial 
and engineering analysis, the pro 
jector is the result of several years 
of engineering effort aimed at pro 
ducing a machine which will spe 
cifically meet the requirements of 
reversing the direction of films fre 
quently during projection for de- 
tailed study of the action. 

The projector design features a 
constant-speed motor for blower 
only which provides optimum cool- 
ing at the projection lamp regardless 
of the projec tion speed or direction 

Other new features which have 
heen built into this projector in- 
clude a newly developed reflecting 
coating on the condenser lens and a 
heat-absorbing glass which makes a 
shutter These 


design improvements eliminate 


safety unnecessary 
blanking out of the picture when the 
film is reversed and thus permit an 
analysis of motion which can not be 
obtained in any other way. 

For easy operation a remote re 
versing switch is provided with the 
projector. Thus the 
control the machine without having 


operator can 


to sit directly beside it at all times. 
Another feature of this new projec 
tor is a Daylight Projection Viewer 
which is carried in the projector 
case. This viewer includes a special 
front surface mirror which picks up 
the projected image and reflects it 
back, alongside the projector, onto 
a rear view screen located in front 
of the operator. When this is used, 
the projector and viewer can be set 
table, and the 
operator can study the picture in 


on any convenient 
close detail as well as have immedi 
ate control of the projector. 

The Kodascope Analyst Projector 
has 400-feet film capacity, and oper- 
ates on 105-125 volt, 60-cycle AC 
power lines. Its over all dimensions 
are 12% x 1414 x 10%, inches. It 
will be priced at $295 


NYO) U) 


NEW 


Ji50\. PRODUCTS 


New Equipment for Better Projection & Film Handling 


New TDC Diaphragm Attachment 
Controls Slide Projection Light 


* A 


trolling light intensity during slide 


diaphragm device for con 


projection, recently introduced by 


the THree DIMENSION 
should 


the quality of slide programs under 


COMPANY. 
offer a way of increasing 


less-than-ideal conditions some- 
times faced by business and indus- 
try. 

Called the Lumirro., the at- 
tachment fits over the front of the 
projector lens, and is adaptable to 
any lens barrel with an outer dia- 
meter of from 134 to 2% inches 
this means practically all slide and 
slidefilm projectors. A fade con- 
trol knob will decrease the effective 




















ION 
SPARK. PLUG 


COMPANY 


aperture from full opening to any 
desired setting. It is graduated in 
relative F/ stops from F/28 through 
F/22 to full closure. 

One of the primary functions of 
the Lumitrol is the reduction of 
illumination for slides which lose 
detail under full light 
because of over-exposure in taking 


projector 


or other reasons. Another use. 
especially important when project- 
ing at an angle to the screen, is 
controlling depth of focus and 
Special effects such as 
fade-in and fade-outs between slide 
changes are also possible. 

The Lumitrol lists at $10.00 from 
the Three Dimension 
$512 N. Kostner 
11, Hlinois. 


sharpness. 


Company, 
Avenue, Chicago 


COMPANY 


We are proud to welcome another 
distinguished firm to the list of 
clients for whom we are 

now producing exceptional 
motion pictures. 

The continued growth of Dynamic 
is a result of highly creative 
planning, exceptional production 
techniques, and a full distribution 


program assuring the maximum 
effectiveness of’ every 


‘dynamic films 


112 West 89th Street, New 
TR 3-622) 
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The Restyled Illustravox Projector 
Electro Engineering Anounces 
Redesigned Illustravox Line 
* A completely redesigned ILLUus- 
rkaVOX sound slidefilm projector, to 
he ready for shipment this fall. has 
been announced by ELEcTRO ENGI- 
NEERING AND MANUFACTURING Com- 
PANY, exclusive licensee of the Mag- 
navox Company. 

The result of over a year’s devel- 
opment and testing, the new line 
boasts many improvements while re- 
taining the features which have 
made the Detroit firm modestly call 
Illustravox “the workhorse of indus- 
try.” Electro Engineering has manu- 
factured the projectors since the 
end of World War II, and took over 
the selling three years ago. 

Glancing over the product from 
the outside in, the case is the pleas- 
ingly modern creation of auto and 
pleasure boat designer Don Mort- 
rude. The body is covered in vynl 
leatherette, the cover is of flexible. 
unbreakable plastic. 

\ new projector inside, designed 
and being built expressly for Illus- 
travox by S. V. E., features push-in 
threading, coated lens, quiet film 
advance, and greatly increased light. 

The sound system provides for 
78 and 331% rpm records, and the 
use of an auxiliary loudspeaker if 
desired. The full-size tone arm con- 
tains a permanent needle. What is 
called “the traditional fine tone qual- 
ity of Illustravox” by the manufac- 
turer is maintained with push-pull 
output tubes in the amplifier, and a 
well-baflled five-by-seven permanent 
magnet speaker. 

These features are found in all 
three models designed to meet the 
needs of various users. 

For use with 30-50 cycle auto- 
matic recordings, Model 300 A pro- 
vides a new method for advancing 
the film and a 300-watt blower- 
cooled lamp. Model 300 RE features 
the same lamp and a hand-held pear 
push button film advance for use 
with bell-type recordings. Also for 
bell-type recordings is Model 150 M 
on which the film is advanced manu- 
ally with a pull cord. 

a * * 
Hollywood Film Co. Announces 
Two New Aids to Film Handling 


* A multi-purpose rewind and heavy 
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Combination 16-35mm Rewind 


angle iron racks now available from 
the HoLLywoop Fitm Company, 
should prove effective aids to effici- 
ent handling of ever-growing stocks 
of motion pictures. 

The rewind, which handles either 
16 or 35mm reels, comes with oilite 
or ball bearings and has interchang- 
able shafts that can be switched 
easily by the operator. The bottom 
is milled at an angle so that shim- 
ming is not required to hold reel in 
place. 

Capacity of the rewind, without 
any build up, is a 3.000 foot 35mm 
reel. Four to one or two and one- 
half to one gear ratios are available. 
The model pictured on this page 
sells for $20.00 with one-reel shaft. 

The racks for 16 or 35mm cans 
or reels have adjustable tiers. The 
four-tier model pictured on this 
page is 53 by 40 by 7%4 inches and 
sells for $40.75. The rods are drilled 
and tapped and the finish is baked 
enamel. Special racks will be made 
to order. 

Illustrated both 
products are available from the 
Hollywood Film Company, 946 N. 


Seward St.. Hollywood 38. 


brochures on 


Tier Film Rack 


4djustable 








COLORSLIDE AND FILMSTRIP 
2) 5) 1 Siler wal, ic 


FRANK A. HOLMES 


7619 Sunset Boulevard 
Los Angeles 46, California 
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Portable 16mm Arc Projector 


Is Announced by RCA Victor 

* A new portable l6mm motion 

picture projector equipped with are 

lighting was announced recently by 

the RCA Vieror Division, 

Corporation of America. 
Said to provide from two to four 


Radio 


times the power of similar equip- 
ment using standard 1000-watt in- 
candescent lamps, the new projector 
should find wide use in business and 
industry where long throws are re- 
quired. 

Comprising five portable units, 
the equipment can be easily assem- 
bled for operation. 

The are lamp operates at either 
10 or 30 amperes. Light output at 
the lower current is approximately 
750 lumens and the burning time of 
one carbon trim is two hours and 
fifteen minutes. Under the same 
conditions at 30 amperes, light is 
approximately 1600 lumens 
burning time is 56 minutes. 

A 25-watt amplifier is mounted in 
a cabinet which also serves as the 
projector pedestal. Adjustable legs, 
as well as the connecting cables, 
carbons and other accessories, are 
carried in this case. The projector 
mechanism is RCA’s standard “400” 
with optical modifications to suit 
the are light source. A small recti- 
fier and loudspeaker complete the 
equipment. 

Other features of the new equip- 
ment include separate volume con- 
trols for the film output and micro- 
phone and record player input. By 
means of auxiliary transformers, 
the microphone input can accommo- 


and 


date long. low impedance mike lines 
from the stage. The output trans- 
former is tapped to permit connec- 
tion to almost any type of existing 
stage loudspeaker equipment. 

The equipment is currently avail- 
able through the RCA Visual Prod- 
ucts distributors, or through the 
Engineering Products Department. 

+ * * 

Vistarama Wide-Screen Lenses 
Will Be Used by Warner Brothers 

* Cart Duo ey, president of Vista- 
RAMA, INC. and DupLey Pictures 
CORPORATION, the 
completion of arrangements with 
WarNeER Brotuers for the use of 
Vistarama Lenses. Production plans 
will be the 


lenses de- 


has announced 


announced in future. 
Vistarama 
veloped for Vistarama, Inc. by the 


Simpson Optical Manufacturing 


“squeeze” 


Company of Chicago, compresses 
twice the normal photographi 
image on the film frame. In projec- 
tion the picture is spread to an 
to 2.66. 


prints in any aspect ratio can be 


aspect ratio of | Release 


made from a single negative. 
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CHARLES PALMER 


W RITER-PRODUCER 
“Man With a Thousand Hands” 


Feature-length documentary with Raymond Massey 
sponsored by International Harvester 
WRITER OR WRITER-DIRECTOR 
of Current Award-Winning Industrial Documentaries 


"And Then There Were Four” 
“Day In Court” 


Mobilgas Companies 
International Harvester 
“The Story of Menstruation” 
"United 6534” 

“How to Catch a Cold” 


International Cellucotton 
United Air Lines 
International Cellucotton 


Other films for General Electric, Monsanto, Dow 
Chemical, Westinghouse, et al. 


THEATRICAL FEATURES 


“Make Mine Music” Disney-RKO 
“Lost Boundaries” L.deRochemont 
“The Sellout” MGM 


BooK—W ITH DorRE SCHARY 


Case History of a Movie 
Random House * 1950 


Now SHOOTING: “WE” employee relations film for Mobilgas Cos. 
Now EDITING: “BIG Reb” theatrical-release for Int. Harvester 


IN PRODUCTION 


“Main Iron” 
(The Railroad Story) MGM 


FEATURE IN WORK 
“The Big Brass Band” 
Jesse Lasky Productions 


Schedule Filled for 1953 
This Adv. for Record Purposes 


2085 Balmer Drive 
Los Angeles 39, Cal. 



























EASTMAN & ANSCO COLOR 
DUPE NEGAT 


o negs 


nal Eastman oF Anse 


Or 16mm Kodachrome subjects enlarged 
—_—Ur 


COMPLETE OPTICAL PRINTING 


SERVICE Nd 
o 16 reduction 


From 35mm origi 





inting @ 35% oe 
ae 35 optical printing 
nt optical printing 
color 


16 to 16 optical 


optical printing co 
16 to 35 enlarge — 
me or all of these in black and white © 












Coroma Research Corp. 


H. A. SCHEIB, President 
7000 Romaine St. - Hollywood 38 
HOllywood 2-7464 
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GEO. W. COLBURN LABORATORY INC 


164 WORTH WACHEA DRIVE *CHICAGO 6 


TELEPHONE STATE 2-°-7316 


16mm 
SERVICES 




















“OPERATION 
DOORSTEP” 


— A Civil Defense film on the 
recent Atom Bomb blast at 
Yucca Flats, Nevada. 


Filmed in cooperation with P.C.D.A 


The Federal Civil Defense Admin 
istration and the Atomic Energy 
Commission both feel that the 
“OPERATION DCORSTEP” mes 
sage is of vital importance to every 
American tamily 

10 minute black & white 
sound film $27.00 postpaid 


Dealer inquiries invited 


Available exclusively at 


byron 


Studios & Laboratory 
1226 Wisconsin Avenue, N.W. 
Washington 7, D.C. DUpont 7-1800 








1 model preview center is RCA’s 66-seat Johnny Victor Theatre in New York. 


Tops for Previews 


N. YS JOHNNY VICTOR THEATRE 


* A dozen or so times each week, audiences 
gather at the Johnny Victor Theatre in the RCA 
Exhibition Hall at 40 West 49th Street in New 
York to see preview showings of new films. 
Sponsors of these films and their guests 

business and professional groups, charitable or- 
ganizations, educators—come to the Johnny Vic- 
tor under an “open house” arrangement that has 
made RCA’s little 66-seat theatre the most popu- 
lar place for previewing new films in the city. 
The theatre and the private facilities of the Ex- 
hibition Hall are offered for use to these groups 
by RCA as a public relations gesture and no 
charge is made. 


Commercialism Is Avoided 


In fact. RCA is determined to avoid any sem 
blance of “selling” in the theatre or foyer, and 
the company’s most active competitors have fre- 
quently used the place with no inhibitions. (Con 
sider, if you will, Macy's inviting Gimbel’s to 
bring their customers over for a party——with no 
one around to sell for Macy's —and the startling 
nature of this policy becomes evident.) 

To make sure the show is presented properly. 
RCA has assembled an aggregate of over a hun- 
dred years’ experience in the key people who 
manage and operate the Hall and its theatre. 
Harry O’Brien, manager: Milton Walsh, chief 
engineer: Charles Kellner, chief projectionist: 
and Miss Agnes Lynch, assistant to the manager 
have each been with the company for 15 years 
or more. 

There are few restrictions to those using the 
theatre. It is popular, and time must be booked 
rather well in advance. Films to be shown should 


not be over 50 or 60 minutes in length, and the 
number of guests, of course, must be limited to 
the seating capacity. The Holland House Tav- 
erne, a posh restaurant in an adjoining building, 
usually provides canapes and potables for the 
more important affairs, and does it very well, too. 
This end of the preview doings will also be ar- 
ranged by the Johnny Victor staff, if desired, 
though the tab, of course, goes to the sponsor 
using the hall. 


Up-to-the-Minute Booth Equipment 

In chief projectionist Charlie Kellner’s booth 
is the very latest RCA projection equipment 
both 16mm and 35mm, as well as TV reception, 
large screen projection and recording equipment. 
Dave Garroway’s morning NBC show, Today, 
goes on just the floor above the Johnny Victor 
in the main room of the Exhibition Hall. 

Aside from being most successful for RCA 
irom a prestige standpoint, the Johnny Victor 
Theatre is a distinct service to businessmen and 
other film-using groups in New York. a 


Jounny Vicror’s Booru includes 16mm, 35mm 
(background ) and kinescope projection. 
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240,000 feet of new stock 
enter the NBC vaults each month. 


footage 


17 Million Foot Stock Shot 
Library an NBC Film Service 
* Motion picture producers, agen- 
cies, and industrial firms are clam- 
oring more and more for usable 
stock footage that gives wings to 
hum-drum factory run-arounds and 
other cinematic excursions where 
budget holds back dispatching a 
film crew to Graustark. 

TV stations and program produc- 
ers eat up this footage as if it was 
Wheaties. 


use it, and nothing could be handier. 


Business film producers 


In the National Broadcasting Com- 
pany's stock shot library at 105 East 
106th Street in New York, said to be 
the world’s largest, are the doggond- 
es! things ever dreamed of — pan- 


cake-eating contests, zebras, an- 


chovies, zabaglione, blood, corpses, 
collins, mortuaries and two 
thousand or so other subjects. The 


library 


some 


contains 17 million feet of 
film that is cross-indexed to the nth 
degree. Eighteen people man the 
place and keep tabs on the 240,000 
feet a month of new footage that 
NBC keeps building up. The big 
the stock shot 
library nine years ago when it had 


network — started 


only a piddling two million feet 
kicking around under foot. 


The film isn’t kicked around any- 
more, nor does it gather dust. So 
far this year the 
stock footage are up to 265° over 


library sales of 


last year and still climbing like 
Hillary and Tenzing. 

What they've got at NBC are 
mostly close-ups and mediums —not 


too many long-shots. It’s new stuff, 
“home-grown” for TV and not clips 
that have been used as filler since 
the nickelodeon. 

To make it easier to order from 
this cornucopia of filmed items, 
NBC has put out a handbook—first 
that lists some 2,200 
major subject headings and gives 


ever, they say 


complete, easy instructions on how 
to obtain exactly the footage a pro- 
ducer needs in the shortest possible 
space of time. 

NBC not only promptly answers 
certain shots 


written requests for 





VBC’s  stocl 


Cross-indse ving 


shots 


with the complete dope on how 
much it’s going to cost. ete., but 
invites producers to send in shooting 
scripts to see how the library can 
he of service. Why go to Sheboy gan 
for a shot if NBC has been there 
first? i 
* * r 
Quentin Reynolds Appears in New 
National Distillers’ Training Film 
* Quentin Reynolds appears in a 
new 30-minute. color sales training 
film produced by the Princeton Film 
Center, Inc. in collaboration with 
the Lawrence Fertig 
National Distillers. 
Scheduled for release in late July, 


Agency for 


the film was supervised by James 
Bishop for the Film Center, with 
Charles Skinner directing. Joseph 
Mintzer represented the Fertig or- 
ganization. 





COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have produced over 350 color films. If you have a production problem, 
contact Henry Clay Gipson, President. . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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Technical Award 


1952 
ROBOT Ii AUTOMATIC 
FULM SPLICER 
Academy of Motion Picture 
Arts and Sciences 





946 SEWARD STREET . 
HOllywood 9-1657 « 


«ROBOT Ht SPC 
. MULTI purpose 
« TGHT WINDS 
+ FLANGES 


« EDITIN 


ers 
REWINDS 


ae REWINDS 
. 3-D REELS 
.30 SHIPPING 
«meets & CANS 


CASES 


G ABLES 


. SYNCHRONIZERS 
+ FILM BINS 
+ FILM RACKS 
» ELECTRIC REWINDS 


+ DIFFEREN 


Qrmamictee! 


HOLLYWOOD 38 
HOllywood 4-719! 





FILM PROCESSING EQUIPMENT 


Continuous Developing Machines 
Awarded Federal Supply Service Con- 
tract 3rd Straight Year for All U.S 


Government Agencies 
BRIDGAMATIC brings quick returns on 
your Industry is using more 
and more film in Selling, Promotion, Pub 
licity, Public Relations for TV releases 


investment 


Cash in on this lucrative market with 
BRIDGAMATIC Producers, TV stations, 
small labs, colleges, photo finishers, 


microfilmers——process motion picture film 
on your own premises——control your pro 
duction from the start 
BRIDGAMATIC is your best buy . 
why 

COMPACT—occupies little space. 
DURABLE—all stainless steel tanks. 
ECONOMICAL—«osts less than ‘3c per 
16mm ft 

LOW UPKEEPsimple design, 
free. 
PERFORMANCE—proven 
installations 

16/35mm and 7Omm models, 
and white or color are available. 


. here's 


trouble- 


in hundreds of 


Reversal 
black 


© Write for illustrated brochure. 


BRIDGAMATIC 216C35, 


TIAL REWIND 


Distributors and Manufacturers of Professional Motion Picture Equipment 





CALIFORNIA 








Combino- 


tion 16/35mm Automatic Developing 


Machine. 


Positive 
Film Speed 900° per hour. 


Motion Picture 
$4495 


BRIDGAMATIC JR. $1095 


Fine for TV Stations, positive speed 


600° per hour. 


ALSO AGENTS FOR: Acme Animation, Acmiola Editors, Auricon 1200 Cameras, Bordwell & 
McAlister Spots, Bell & Howell Printers, Blue Seal Recorders, Bodde Background Screens, 


Century Lighting, Colortran Lites, 


Contimatic Printers, 


Fearless Crones & Dollies, 


Hollen 


Recorders, Kinevox Synchronous Magnetic Recorders, Mole-Richardson Lights, Moviolas, Pre- 


cision Sound Readers, 
Studio Sound Readers and Synchronizers. 


Raby Blimps and Gearheads, 


$.0.$. Edge Numbering Machines, 
MANY ITEMS AVAILABLE ON TIME PAYMENTS 


5.0.5. CINEMA SUPPLY CORP. 


DEPT. H 


602 W. 52nd ST., N.Y. 19 


Cable: SOSOUND 
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Specialized laboratory services 


35 mm 


35mm Color Theater Prints from 

lémm Color Originals 3 Methods 

1. Ansco Direct Reversal 

2. Eastman or Ansco Color Nega 
tives 


3. Three-Seporation Negatives 


NEW 
3D eam: 


EASTMAN & ANSCO 
COLOR DUPE NEGATIVES 
Unsurpassed separation positives 
and Color Internegatives with Ef 
fects, made on our New precision 
Contact Printer 


lémm Kodachrome blown up to 


35mm Eastman Color 3D Negatives 


Kodachrome Optical Printing Mas 
mm ters with Special Effects 


TV 


Special Photographic Effects for 


Television Producers 


EFFECTS of Hollywood 


Superimposures 
3D convergence 
correction 


ion 1153 NO. HIGHLAND AVENUE 
Special Optical 
effects HOLLYWOOD 38, CALIFORNIA 


Dissolves 
Montages HOllywood 9-5808 


Fades 
Wipes 
Zooms 





TYPE TITLES 


Produced up to 
a standard—not 
down to a price 


Knight Studio 


159 E. Chicago Ave. Chicago 11 





35mm 


FOUR FILMS 


MA IE 


3/8 ew N:10):9- ne) 1) 3. 


FOR GARDENERS 


*% Believing a rose is a rose in color, Films of 
the Nations, Ine., 
hiographies depicting American and European 
Kodachrome with 
Besides two tales of rosebeds, this free 


is distributing four flower 


blossom cultures in l6mm 
sound. 
loan film group includes a chronicle on chrysan- 
themums and an instructive look at tulips in 
Holland. 

Sponsored by Jackson & Perkins Co., The 
Story of Modern Roses \ooks for 30 minutes at 
such wonders as a time sequence of a hybrid tea 
rose unfolding from its bud to its complete 
growth. The history of the rose is portrayed and 
the present returns with a visit to the sponsor’s 
17 acre garden in Newark, New York. Viewed 
also are the Newark Rose Festival, a children’s 
parade, and a section on hybridizing rose plants. 


Another Beauty on Rose Culture 

All America Roses is a thirteen minute amble 
through the nation’s gardens, the test stations 
where “American Beauties” acquire their make- 
up. Hybrid teas, floribundas, climbers, and tree 
roses are examined and the use of roses in land- 
scaping and room adorning are vivified. Hailing 
American roses as the “Queen of Flowers,” the 
film dramatizes the brains, work and patience 
man puts into rose culture and the rich reward 
in beauty achieved. 

Modern Chrysanthemums for Fall Beauty picks 
up the beauty trail when the roses alone are 
flowering in the autumn barricade against win- 
ter. Narrated by Norman Brokenshire, this is a 
color strip description of a new series of mums 
developed by E. S. Boerner, head of plant re- 
search for Jackson and Perkins Co. The collec- 
tion of 16 variations, named for birds, empha- 
sizes how these sturdy flowers revive the fading 
fall garden. The camera moves with a young 
couple through their garden, witnessing their 
use of mums in mastering gardening problems. 
Simple and professional arrangements are illus- 
trated for the placement of flowers indoors or 
outdoors. 


Visit Holland During Tulip Time 

Springtime in Holland is a green thumb tour 
of the Netherlands in tulip bloom. The two-reel 
wind around windmills, towns, and waterways 
and across the Dutch fields focuses on the hy- 
bridization of tulips, the varieties available and 
blossom stripping. It paints a flower festival. 
capturing the happiness of the people who grow 
tulips. The film studies the grading, sorting, and 
packing of bulbs for tulip lovers abroad and 
concludes with a picture-note on the use of tulip 
bulbs in the outdoor garden. This film was spon- 
sored by the Associated Bulb Growers of Hol- 


All four films are available free of rental 
from Films of the Nations Distributors, Inc. and 
affiliated outlets. Write 62 W. 45th St.. New 
y ork 36. 


land. 


39th Annual Catalog of Association Films 
Lists Over 1400 Sound Films Available 

* Association Films, national distributors of 
l6mm sound motion pictures, has published its 
39th annual catalog, SELECTED MOTION PIcTuREs. 
The catalog describes more than 1,400 subjects, 
including 140 industrially sponsored free loan 
films. 

Grouped under 22 category headings to assist 
teachers, industrial relations directors, and pro- 
gram chairmen, the films include agriculture. 
arts and crafts, geography, history, home eco- 
nomics, industry and manufacturing, social sci- 
Free loan films. news 
subjects, and Teaching Film Custodians’ class- 
room films, for examples, are identified by dis- 
tinctive symbols. 


ence and entertainment. 


Featured in the catalog are more than 100 new 
films, including 36 industrials. Typical titles are: 
225,000-Mile Proving Ground (sponsor, Associa- 
tion of American Railroads), The Big Vacation 
and Invitation to New York (sponsor, American 
Airlines), The Fabulous Fifty (sponsor, Fire- 
stone), A Diamond is Forever (sponsor, De- 
Beers), and The Glass Center of Corning (spon- 
sor, Corning Glass Works). These are free films. 
The catalog is mailed free on request by Associa- 
tion Films, 347 Madison Ave., New York 17. or 
is sent from regional offices. 


* + . 


Wisconsin Power and Light Company Shows 
Film Story of Wisconsin River .. . at Work 
* Throughout the U. 5. private utility companies 
have made good use of the film medium in keep- 
ing their customers and prospective industrial 
clients of their regions informed about their 
region and facilities. 

As a preface to a feature-length series of re- 
ports on utility company films now rounding up 
for early fall publication in these pages, there is 
news of Wisconsin Power and Light Company’s 
new 29-minute sound and color picture The Wis- 
consin River—The Hardest Working River in the 
Vation. Previewed in Chicago last month, this 
subject carries plenty of regional appeal and will 
he interesting to any adult or youth group. 

This film helps you get better acquainted with 
the big job of development which has been done 
along hundreds of miles of the Wisconsin by free 
men with private capital and without tax subsidy. 
There are now 26 hydro electric plants using the 
blue waters of the river to spin their turbines. 
hese machines produce cheap, dependable elec- 

——— __ tric power for homes, farms and 
industrial plants. The film also 
tells of the 21 storage reservoirs 
where impounded waters con- 
trol floods and provide pleasur- 
able recreation areas through- 





16mm 


Hiliside 7471 


1161 NORTH HIGHLAND AVE. 


HOLLYWOOD 38, CALIFORNIA 


out the Badger state. 

The film is available on free 
from the Public 
Information Department. Wis- 
consin Power & Light Company. 
122 West Washington Avenue. 
Madison. Wisconsin > 


loan request 


BUSINESS SCREEN MAGAZINE 








Rapid Insurance tor 
- Perfect Performance’ 


i A single showing of your film may reach a 
. million people. Why take a chance with field- 
worn, damaged prints? Keep your prints up to 
quality standard with Rapid-Film-treatment 
and care. 


Our service includes two exclusive processes: 


RAPIDWELD: 


We remove scratches, fingermarks, 
oil stains from both sides of film, 
restore flexibility to brittle film and 
repair faulty splices. 


RAPIDTREAT: 


We coat the emulsion side of new 
film to protect against scratches, 
staining and brittleness that occur 
through handling and projection. 





Consult our representatives: 


Bailey Films, Inc., 6509 De Longpre Ave., Hollywood 28, Calif. 
° Delta Visual Service, Inc., 815 Poydras St., New Orleans 12, La 
International Film Bureau, 57 E. Jackson Bivd., Chicago 4, Ill. 
° Swank Motion Picture, Inc.,614N. Skinker Blvd., St. Louis 5, Mo. 


Or write us direct 
. 


3 * 
vapi a Scratch-free 
FILM TECHNIQUE INC. 


21 WEST 46th STREET ° NEW YORK 36, N.Y. *°  JU2-2446 


van praag ® 
productions 


PRODUCERS OF COMMERCIAL 


INDUSTRIAL AND TELEVISION FILMS 


1600 BROADWAY 
WEW YORK 19, NEW YORK 
Plaza 7-2857-2687-2688 


SEE the Selectroslide 


f 





™ 
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Fully autumatic projector * * * 48 2x2 slide 
capacity 750-1000 watt projector * * * Remote 
Control. 

For personnel instruction, sales meetings, show- 
rooms and Customer Service presentations. 
Ask for a demonstration and be convinced. 


Write for SPINDLER & SAUPPE 


9 . 2201 BEVERLY BOULEVARD 
wjormation 1 oO. ANGELES 4, CALIFORNIA 








TRENDS IN BUSINESS FILMS 


(CONTINUED FROM PAGE FES >) 
has announced the release of Electronics in Ac- 
tion, new 20-minute sound and color motion pic- 
ture. Billed as a “behind-the-scenes look at the 
wonderland of electronics and many of its in- 
credible applications” the film tells the story of 
Raytheon since its founding in 1922. Action se- 
quences that range from landing operations at a 
hig airport to the absorbing quiet of a research 
laboratory are narrated by “The Voice” of West- 
brook Van Voorhis. of March of Time fame. 
There are also scenes taken aboard the new su- 
per-liner United States. 

Free loan prints are available on 30 days’ ad- 
vance notice to Raytheon’s Public Relations De- 
partment, Waltham 54, Mass. 


* * * 


“The Eager Beagle” Pays Film Tribute 
to a Plucky Pup All America Admires 


*® If there were a thousand films about dogs, 
chances are every title would be solidly booked. 
\ new picture like The Eager Beagle, just re- 
leased by sponsor John W. Eshelman & Sons 
of Lancaster, Pa., will enjoy this universal popu- 
larity. Sponsor is manufacturer of Red Rose Dog 
and Puppy Foods but this film is all about the 
beagle. It salutes his aptitude in training, the 
determination he shows in his hunting job, his 
readiness and acquired know-how in competi- 
tions. and the pluck that makes this breed one 
of America’s most popular. 

The 20-minute sound and color subject was 
produced by Eastern Film Center and written and 
directed by Vernon W. Chester. It is available 
(with plenty of advance notice) from the spon- 
sor noted above on a free loan basis. my 


- * * 


Which Brings to Mind the 40 Million 
Who Make Hunting & Fishing Their Sports 
*® 40 million Americans are said to buy fishing 
licenses each year and the number of licensed 
hunters is equally staggering. Certainly these two 
sports are Nos. | and 2 among participant sports 
in our land. And equally certain is the fact that 
hunters and fishermen just need to get together 
and talk about it between seasons . . 
films. 

Not that manufacturers of their equipment 
aren't aware of it but a lot of other lines can 
benefit as witness Nash Motors’ fine program 
which introduces its dealers to fan groups. Per- 
haps color TV will turn the program evycle from 
whodunits to color films from the field and 
stream. 


. and watch 


FREE FILMS 





The Free Films you need to keep 
in tune with audio-visual trends 
are listed, classified, and indexed 
by title, subject and source in the 
New, 1953 

Educators Guide to Free Films 


Authoritative e Comprehensive @ Easy to Use 
Available for $6.00 on 30 day approval 


Educators Progress Service 
Dept. BSM Randolph, Wis. 











a good production 
(PVA Fd f y 


3 good package ! 


A good production 
needn't suffer because of 
reel failure that causes 
distracting, annoying 
noises. And it can't 
happen when films 
are mounted on 
Compco reels and 
protected in Comp- 

co film cans. 





The reels are made of the hardest, spring-type 
steel. They just can't bend out of shape. The 
cans ore die-formed, rigid, and dent-resistant 
Together, they make the perfect combination for 
film production packaging 


Reels and cans available 
in all lomm sizes 


Coompco CORPORATION 


2251 W. St. Paul Ave. Chicago 47, I 





13 POUNDS 


% Size of portable 
typewriter 


% Keeps ‘em awake 
on both sides 
of the hall 


THE PICTUREPHONE 


Sound Slide Machine 


McCLURE 


1115/2 West Washington Blvd. 
CHICAGO 7 CAnal 6-4914 
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A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 
* CONNECTICUT * 


Kockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* DISTRICT OF COLUMBIA « 


The Film Center, 915 12th St. 
N.W., Washington. 


* MARYLAND « 


Howard E. Thompson, Box 204, 
Mt. Airy. 


¢ MASSACHUSETTS e« 
Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY e« 
Slidecraft Co., 142 Morris Ave.., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK e« 
Association Films, Ine., 347 
Madison, New York 19 
Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 
Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 
Comprehensive Service Co., 245 
W. 55th St., New York 19. 
Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 


The Jam Handy Organization, 
Inc., 1775 Broadway, New York. 


Ken Killian Sd. & Vis. Pats. 
P. O. Box 364 Hempstead, N. Y. 


Mogull, Film and Camera Com- 
any, 112-114 W. 48th St., New 
ork 19, 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


United Specialists, Inc., Pawling. 
Visual Sciences, 599BS Suffern. 


¢ PENNSYLVANIA e¢ 
Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 
J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


* RHODE ISLAND e 
Westcott, Slade & Balcom Co., 


95-99 Empire St., Providence 3. 


© WEST VIRGINIA ¢ 


Haley Audio-Visual Service, 
Box 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


B. S. Simpson, 818 Virginia St., 
W.. Charleston 2. 


SOUTHERN STATES | 


¢ ALABAMA « 


Stevens Pictures, Inc., 217 - 22nd 
St., North, Birmingham. 


¢ FLORIDA ¢ 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


e GEORGIA ¢ 


Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


¢ LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


e MISSISSIPPI «¢ 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St.. Jackson » A 


¢ TENNESSEE °¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


¢ VIRGINIA ¢ 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


¢ ARKANSAS ¢ 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 


e ILLINOIS ¢« 
American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Ine., 79 East 
Adams St., Chicago 3. 





Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Me. 


¢ INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


¢e IOWA ¢ 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, lowa. 


¢ KANSAS-MISSOURI ¢ 
Erker Bros. Optical Co., 610 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


© OHIO 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 


Academy Film Service Inc., 2112 
Payne Ave., Cleveland 14. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 


Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


¢ WISCONSIN ¢« 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


WESTERN STATES | 


¢ CALIFORNIA ¢ 

Baron Film Service, P.O. Box 
291, Phone Mu. 3331, Los An- 
geles. 

Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Jam Handy Organization, Inc., 
5746 Sunset Boulevard, Holly- 
wood 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 17. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


Association Films, Inc., 351 Turk 
St., San Francisco 2, 








C. R. Skinner Manufacturing 
Co., 239 Grant Ave., San Fran- 
cisco 8. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 
¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


¢ OKLAHOMA « 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
¢ OREGON °¢ 


Moore’s Motion Picture Service, 
33 N. W. 9th Ave., Portland 
9, Oregon. 


e TEXAS ¢ 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 


Austin. 


e UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


CANADA - FOREIGN 


Audio-Visual Supply Company, 
Toronto General Trusts Building, 
Winnipeg, Man. 
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CASE HISTORIES OF FILMS 





Introducing Crane's Chief Make-Um-Sale 


Crane Company Introduces Chief 
“Make-Um-Sale in Dealer Film 
* The Crane Company has produced a lively- 
paced color film to drive home the company’s 
message to its dealers in a series of meetings to 
be held throughout the country this spring and 
early summer. 

The two-part, 30-minute 
Chief Says “How,” 
Make-Um-Sale”’ 
“bringum good word to Crane Dealers.” 
good word is How 


film, entitled The 
tells the story of “Chief- 
leaves his reservation to 
The 


how to meet today’s selling 


who 


problems. 


Objective of the film is to help the dealer go 


after and get more profitable business. It shows 


that the plumbing and heating contractor's com- 
petition is not necessarily his counterpart around 
the corner. It could be the automobile dealer. 
the furrier, the television dealer and other sellers 
all after the same ex- 
pendable consumer dollars. 


of luxury items who are 

How can the contractor meet this competition 7 
The film says with ideas. Chief Make-Um-Sale 
points out that the contractor has to sell the 
idea that 


system is more important, convenient and neces- 


a new kitchen, bathroom or heating 


sary than a TV set, new car or fur coat. Once his 
point is made, the Chief shows the contractor 
how to sell with ideas. Ld 


Brief Notes and Comment on New Films: 

®& Camera crews are now shooting in Wisconsin. 
film for the 
Leather Industries of America, being produced 


Ohio and Massachusetts on a new 
by Dynamic Films. Ine. 

Scheduled for fall release, the picture was 
written by Alexander Kline and is being produced 
and directed by Henry Morley. It will be one of 
the first industrial films to be photographed on 
Eastman 35mm tungsten balanced color stock. 
Thirty actors are being employed in the produc 
tion. 


7 * * 


*& Ford Motor Company is doing a wide-screen 
color feature exclusively for dealer showings. 
Among the first (probably, the first) industrial 
sponsors to attempt the new Cinemascope tech- 
nique, Ford will use the new picture exclusively 
for controlled meetings of its dealer family on a 
nationwide basis. according to advance rumor. iy 


MERCHANDISING & SALES TRAINING 
PROGRAM THAT COSTS PEANUTS 


\ 
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*) He Modern Merchandising Requires 


Better Training for all Branches 
of Distribution 


Because of the scarcity of good men whe can teach it's best to 
seek out the one man in your orgonization who can tell the reol 
story of your product ond put it on tape recording. Send record- 
ing tape to R.C.A. or Columbia Studios in New York, Chicago or 
Los Angeles to have long playing records mode. Plan your story 
lebout 2500 words) so that it will go on a 25 minute micro 
groove record. Thus, you get awoy from conned sales tolks and 
professional voices. Use from 25 to 40 slides to illustrate talk 
A toned down clicker tells when to change slides and elimi- 
nates noisy, distracting bell commonly used 
PICTUR-VISION SALES TRAINING PROGRAM... . 
is personolized and it eliminates the high cost of professionol 
talent. Stort the progrom with a picture of the official the first 
minute of his talk. He'll put the story over as he knows whot 
he's talking about. All the equipment needed is ao Pictur-Vision 
99 projector, collapsible 20’' x 30°’ or 40’' « 60" Pictur-Vision 
Show Board, a recording unit and series of long playing micro 
groove records. Your sales manager con boord o plane ond 
present ony number of your officials to the dealers and distriby- 
tors all over the country 
COSTS PEANUTS COMPARED TO MOVIES 
The cost of setting up @ program using 35mm slides ond long 
ploying records is pennies compared to the cost of Témm 
movies. Eliminate the possibility of your progrom being obso- 
lete before it's started. Eliminate the brassy ond scratchy 
sound, the background noises that make listening to dificult 
Sell @ practical busi ting. Do not try te put on entertain- 
ment. Let your men sit in the light without the shedes drown 
You con develop three or four programs a yeor and chonge 
programs as desired The cost is peanuts 





For further information write — 


Prieture Recording Company 


OCONOMOWOC, WISCONSIN Phone 1230 















































































Growing TV Antenna Field 


Shown in Technical Films 


Sponsor: Channel Master Corp. 

Title: The Antenna is the Pay-Off, 
45 min., produced by Paul Hance 
Productions. 


* This is the first motion picture 
ever produced on preassembled tele- 
vision antennas, and it was made to 
help take care of a comparative 
lacking of technical information on 
the subject. 

Channel Master Corporation, the 
first manufacturer of preassembled 
television antennas, had been offer- 
ing lectures by its engineers to dis- 
and it 
made the film to relieve the increas- 


tributor-dealer meetings, 
ng demand for speakers. 

\fter the first 12 minutes, which 
are devoted to a commercial mes- 
the film takes the viewer to the 
sponsor’s research laboratory where 


sare, 


it presents basic antenna informa- 
tion. With graphic illustrations, per- 
formance charts, and animations, 
the film shows how engineers de- 
velop and test various types of an 
tennas. tells how antenna perform 
ance is measured, and answers other 
technical questions for the dealer 
and installation man. 

Measured by the interest it has 


roused, the film bas had sponsor- 


satisfying success. Although de- 
signed for technical audiences, it 
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has been used by two TV stations, 
as well as being shown at meetings 
by most of the more than 300 Chan- 
nel Master distributors. Prints have 
heen purchased by several dealers. 

Distribution to television service- 
men and radio and __ television 
schools is handled by the sponsor’s 
sales department, Napanoch Road. 
Ellenville, N.Y. 

* * * 
Lawrence Completes Remington's 
Fall Film Offering to Hunters 
* Hunting season is coming up 
and the nation’s l6mm screens will 
soon be lit with glimpses of Reming- 
ton Arms’ Express shells, Peters 
High-Velocity .22’s. 148 Autoloader 
and .22 Repeater in action. 

This gallery of all that’s best for 
the nimrod was photographed re- 
cently by Robert LAWRENCE PRO 
DUCTIONS cameramen on location in 
Connecticut. B. B. D. & O. is the 
agency. 

® . 
Princeton Film Engages Carmer 
to Author New TV Series 
* Cart CarmMer, of Irvington-on- 
New York, 
gaged to author a television series 
to be produced by THe Princeton 
Fim Center, INc. 


Noted as an authority on 


Hudson, has been en- 


(meri- 
cana. Carmer wrote such books as 
Stars Fell on Alabama and Genesee, 


both Literary Guild selections. 





¢ 1953 
















































35mm 
Model 11 


A TRULY GREAT 
CAMERA for TV, 


Newsreel and 
commercial films 





For tough and trying assignments, ARRIFLEX 35 is 
in a class by itself. Reflex focusing through photo- 
graphing lens while camera is operating—this is 
just one outstanding ARRIFLEX feature. 





amen EQuiement ©. 


Write for free folder. 


Equipped with bright, right-side-up image finder, 
6'/, x magnification. Solves all parallax problems. 
3 tens turret. Variable speed motor built inte 
handle operates from lightweight battery. Tachom- 
eter registering from 0 to 50 frames per second. 
Compact, lightweight for either tripod or hand-held 
filming. Takes 200° or 400° magazine. 





TRANSLUCENT SCREENS for REAR PROJECTION 


We Manufacture a Complete Line for 
All 16mm, Television & Display Use 


NEW: White or blue translu- 
cent screens in any size, with 
or without frames. 


NEW: Black translucent screens 


available for immediate ship- 
ment in any standard size. 


PIPER MANUFACTURING COMPANY 
3146-48 W. Lake St. ° Chicago 12 ° SAcramento 2-6534 











For témm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 














rHE BUYERS READ BUSINESS SCREEN 


IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 


5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 


























ASK ABOUT THE FILM GUIDE LIBRARY 


duction Company. 


i 
THE/OFFSCREEN 
010’ 
OUR WASHINGTON VIEWPOINT 


* In this period of paradox, the new Republican 
administration has made slow work of adapting 
the power of the l6mm medium to government 
information in the many ways in which films can 
help keep the nation informed and for educating 
our citizens. The hamstrung film production pro- 
gram of the U. S. Department of Agriculture is 
one indication of well-meant economy that may 
in the long run harm more than it helps. 

Castle Publicity Asking Government Film 
“Economy Errs in Facts and Figures 

* A voice from the past, calling for even greater 
cuts in governmental film appropriations, was 
heard this month in the nation’s press. Errone- 
ously termed “once the world’s largest producer 
of documentary films” Eugene W. Castle of New 
York once again took himself into the nation’s 
press with a letter to Budget Director Joseph M. 
Dodge saying, in effect, that no new government 
film production is needed because there exists a 
large backlog of films consisting of more than 
300 individual subjects which have not been 
shown. We'd like to hear the titles! 

Mr. Castle has not been active in this field for 
nearly a decade, having disposed of his distribu- 
tion organization to Universal-International in- 
terests with a considerable profit to himself at 
that time. The large amount of government film 
printing which he then handled was undoubtedly 
helpful in gaining the favorable laboratory dis- 
counts by which he profited in those days. 

Estimates Savings at 3 Billion 

As a self-appointed guardian of the Republic, 
he aims his shaft largely at the State Department 
program and overseas information efforts (also 
now severely cut) and builds his estimated 2 
million dollar savings into an annual 3 billion 
dollars by multiplying by some 1,500 odd depart- 
ments and bureaus of the U. S. government. 

These figures are of course false and mislead- 
ing. We will assume that he has been badly mis- 
quoted and ask only that the wise counsel of more 
experienced and better informed government ofh- 
cials prevail in a much-needed review of the en- 
tire government film program, looking to its 
strengthening rather than weakness. 

We do not doubt that the many economies 
which Mr. Stassen’s overseas agency will make 
are in the public interest. But we will also note 
that the Soviet Union has not relaxed multi- 


open the year around. 





COLOR QePRODUCTION co. ) 
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793 


Hollywoo' HOllywood 


4-8225 





FINEST 
QUALITY 
PRINTS 


DEPENDABLE 
FAST 
SERVICE 


RE MIN DE R: If you need 16mm Color Prints this summer ship to Color Repro- 


Their complete |6mm color film facilities are 


million dollar expenditures for anti-American 
propaganda films which are shown throughout 
France and Italy and in other areas vital to 
European, Near East and Far Eastern defense. 
If sums appropriated for military and economic 
aid in these areas make sense, then the compara- 
tively meager amounts put into publicizing demo- 
cratic principles and the American viewpoint are 
even more sensible. 


Government Has Vital Tasks Ahead 

As for the “1,500 odd departments and 
bureaus” to which Mr. Castle refers, the only 
other major agencies with any kind of budgets 
to speak of are the Department of Agriculture 
and the Department of Defense. We think Agri- 
culture has a vital mission to perform in the 
constant education of farmers in new methods of 
crop production, soil and water conservation, 
and farm operations. 

And we think that we would rather keep taxing 
the daylights out of the wealthy Mr. Castle than 
send a single G.I. or airman into battle without 
the kind of adequate and complete training in his 
complex equipment which Army, Navy and Air 
Force training films have proven beyond the 
shadow of a doubt they can provide. 

Wiser heads with contemporary film experi- 
ence should judge government’s film require- 
ments in this critical period. 


* * * 


Panoramic Filmstrip Technique Used Five 
Years Ago by Borden Company's Schacte 
*& On page 43 of this issue we carry an editorial 
feature on Pan-Screen, calling this variation of 
the wide-screen slidefilm presentation a new 
medium. Just so we won't receive a bushel of 
letters reminding us of the fact, we note that the 
panoramic idea was very successfully applied by 
Training Films in a presentation called Follow 
That Man produced for The Borden Company. 
Actually Borden’s national advertising manager, 
Henry Schacte, admits that his idea was, in turn, 
borrowed from Life Magazine’s inspiring color 
slide presentation “New America.” But Follow 
That Man was a hot subject and it has been con- 
tinuously borrowed by other firms who liked this 
hard-hitting and novel slidefilm presentation. 

But Pan-Screen is new, too, as an equipment 
innovation. What Training Films accomplished 
has been made accessible to many firms and to 
many creative producers through standardized 
equipment, coupled with directional sound. The 
package has arrived; now its up to equally cre- 
ative producers to utilize it for the benefit of the 
many agencies, clients and similar users who can 
use the impact it provides in the tough, competi- 
tive selling months ahead. 


*€ * * 

Public Utilities’ Film Use 
to Be Editorial Feature 
*A round-up of the extensive 
use of films among the nation’s 
public utility companies is be- 
ing completed for September 
publication in these pages. 


ALL Public relations, area promo- 
COLOR PRINTS 
(i ARANTERD 


tion and training films are in- 
cluded among the uses these 
private concerns have reported 
to Business SCREEN. I 












Its an art to blend colors 
—that’s why 
you always find 


the best color 


in byron 


al, 
7\~ 


‘Olor--orrec’ print 
<a 


Byron Color-Correct® prints, . . the film 


industry's highest standard, . . can be 





made from your original in a matter of a 


als few hours. Here's the finest available in 


a ix quality and dependable service. You're 


Reg. U.S. Pat. Off. 


invited to visit our studios, or if 


you can’t, ask for our 


y r o n new illustrated brochure. 


Studios and Laboratory — 1226 Wisconsin Avenue, N.W., Washington 7, D.C. 


DUpont 7-1800 


PRACTICALLY EVERY FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 








VISUALIZATIONS e PRESENTATIONS 
NEW YORK 19 PITTSBURGH 22 


1778S BROADWAY 930-9332 PENN AVE. 





LIVE SHOWS 
DETROIT 11 
2821 E. GRAND BLVD. 





MOTION PICTURES 
DAYTON 2 
310 TALBOTT BLDG. 


Hold It! 


‘To get attention 


and to hold it calls 
for showmanship, 
for character and 
eLbbeet-CeM@mrtets (ya je: Solel bela 


In motion pictures, 
slidefilms and 

art, chart or graphics, 
the necessaries 

are developed only 
through long 
professional experience. 


Ke 
JAM HANDY 


To Get Understanding 


SLIDEFILMS e 
CHICAGO 1 
230 NORTH MICHIGAN AVE. 


yO. 0.00000) feme. 0-3-3 6-8 9.0) 10) 2 
HOLLYWOOD 28 
5746 SUNSET BLVD. 
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